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TODAY, 


SUPERMARKETS WANT 


And now tough, extra-protective liners of 
cellophane keep pre-ground coffee 


Why you will sell supermarkets more 
bagged pre-ground coffee. Because 
pre-ground coffee ends customer de- 
lay, spillage and waste. It ends pilfer- 
age from unsealed bags and provides 
selling space instead of grinder space. 
This means supermarkets sell more 
coffee faster, make more profit when 
they sell bagged pre-ground coffee. 
This means they’Il want to stock more 
of your coffee. 


Why ‘‘K”’ cellophane-lined bags? Be- 
cause new “‘K”’ cellophane gives cof- 
fee extra protection . . . locks in the 
just-ground freshness and flavor people 
want. “‘K”’ cellophane is tough. Tests 


e@ NOT THIS 


prove it can take rough shipping and 
handling. Yet, with all their advan- 
tages, coffee bags with new ‘“‘K”’ cello- 
phane liners are economical. 

So profit from the supermarket trend 
to pre-ground bagged coffee by using 
“K” cellophane-lined bags. See your 
bag supplier or, for more facts, fill out 
the coupon below and mail it today. 


KEPT 
FRESH IN 
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new Du Pont ''K'”* 
really fresh 


YOURS FREE! 
4-Page Booklet, ‘‘A New 
Bag Liner for Coffee” 


E. I. du Pont de Nemours & Co. ( Inc 
Converter Sales, Film Department 
Nemours Building 
Wilmington 98, Delaware 

Please send me my free copy of Du Pont 


booklet, ““A New Bag Liner for Coffee 
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CECILWARE ca 


coffee — 
carriers 


with 30% more 
heat retention 


Specia! fiber glass insulation does 
the trick so you can be sure the brew 
is always piping hot, on the spot. 

. and when you need coffee in 
really large quantities, use Cecilware 
carriers with our super-capacity 
urns. Gas or steam, urn prices start 
at $1,450. .- 


CECILWARE 


See your dealer now. Write 
SO ists for our new Bulletin #60. 
CECILWARE-COMMODORE 
43-05 20th Avenue » Long Island City 5, N. Y. 





you are 


always 


up-to-date 


every bean uniform in color throughout the roast 
each bean uniform in color from center to surface 
and richer flavor, fuller body, deeper aroma, lasting freshness 


Why are the most modern coffee roasting 
plants built around Thermalo equipment? 
Because Thermalo Roasters use all convec- 
tion, high velocity, low-temperature heat to 
achieve the best in coffee roasting. No danger 
of tipping or spotting from radiant heat. No 
smudging either, because Thermalo’s exclu- 
sive recirculation feature constantly “washes” 
the beans to give you a shiny clean, full 
flavored roast every time. In addition, 
Thermalo Roasters give you real operating 
economy, wonderful ease of cleaning. What 
about shrinkage? — Just as low as you want it! 


ENGINEERS 


If the local author- 
ities (or just good public relations) require smoke 
elimination, the solution is easy. Burns builds the 
elimination right into your Thermalo, providing 
the lowest operating cost available and avoiding 
the need for extra equipment. 


Automatic control 
(available for either regular or smokeless Thermalo 
Roaster) carries Thermalo uniformity one step 
further by assuring the same even development 
roast after roast. Burns Controls also include 
flame and power failure safety protection. 


AND SONS, INC. 


NEW YORK CHICAGO 
DALLAS SAN FRANCISCO 
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Tempo-Vane Mfg. Co. 


B. F. Gump Co. 
1325 S. Cicero Aver 


Chicago 50, Illinois 


330 First Street 


600) WEST 436d STREET NEW YORK 36, N.Y San Francisco 5, Cal 
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Guest editor, R. A. Sutherland, chairman of the 
New York Green Coffee Association's traffic and 


warehousing committee presents his views on... 


“the steamship conferences” 


During the past year the coffee industry, 
already plagued with various and assorted 
miseries, has been subjected to a series of 
frustrations brought about by extreme vari 
ations in the established coffee freight rate 
from producing countries, particularly Bra 
zil to United States ports. 


Just why should a stable rate of freight 
be of importance to the coffee industry and 
why has the subject become headline news 
during the past few months? The answer, 
of course, is economics. During the so-call 
ed “golden years” of the coffee industry, 
or say the last decade or so, hardly more 
than a passing thought was given to ocean 
transport of coffee as there was always suf 
ficient shipping space available to carry any 
quantity of coffee at a set rate. Departure 
dates from shipping ports of origin and ar 
rival dates at destination were maintained 
to within a day or so. The fixed rate of 
$2.50 per bare meant little percentage-wise 
compared to ce cost of the commodity it 
self, and all, from the largest to the small 
est, paid the identical rate of freight. Re 
cently, however, with economic and politi 
cal changes taking place throughout the 
world and with over-tonnage available on 
all routes, the scramble for cargo intensi 
fied, and before long the practice of rebat 
ing became rampant amongst member lines 
of the conference involved. The conference 
took such remedial action as possible but in 
the interim, a new and disturbing factor 
entered the picture. This, the so-called 
tramp and cut-rate berth operation, also the 
effect of world economics as evidenced by 
the complete lack of sugar shipments out of 
Cuba, made a number of vessels available 
for coffee service from Brazil to the 
United States at rates of $1.00 per bag be 


low the conference rate. These tramp ves 
sels, even though guaranteeing no depar 
ture or arrival dates and usually penalty 
vessels insofar as insurance was concerned, 
soon became a significant factor in the 
carrying of coffee. With the savings in 
volved, approximately 3/4 cents per pound, 
it was obvious the coffee industry had to 
become concerned with the matter. 


This brings us up to date and also to the 
question, what is the necessity for a con 
ference and just how can it benefit the cof 
fee industry ¢ Had it so chosen to do so, 
the conference at this time could have de 
clared an Open rate on cotfee which would 
have had an immediate effect in driving 
out the outsiders or tramps, and within a 
reasonable length of time worked toward 
the stability looked tor by the coffee in 
dustry. On October 21st of this year, the 
Brazilian Government put into effect a new 
regulation effective as of that date that 
brought to an immediate halt all tramp 
operations and makes it mandatory that all 
coffee must be shipped on conference ves 


sels. 


The cotfee industry was not invited to 
give an opinion as to whether it wished the 
non-conterence lines eliminated from the 
trade, but it is obvious that their elimina 
tion will at least bring some stability of 
rates but is that present rate too high? The 
present or existing rate was fixed when cof 
fee was selling in excess of fifty cents per 
pound FOB Brazilian port. During this 
period conference members have been the 
beneficiaries of revenue from an average of 
six million bags of coffee shipped yearly 
from Brazil to the Atlantic Coast alone, 
so there is no question of not being amply 

(Continued Pare 59) 








A 
skilled hand 
brings out 
the best 
in tea 


lt has been our aim for over twenty years to bring you the finest in tea bag paper. 
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Ask Aldine... : 
ALDINE PAPER CO., INC. : C.H. DEXTER & SONS, INC. 


Distributor ° Manufacturer 
535 Fifth Ave., New York 17, N.Y. > Windsor Locks, Connecticut 





TRANSPORTATION 
in the °60°s 


The increasingly heavy volume of coffee and tea imports 


into the United States are charted in this article on. . . 


coffee and tea import patterns 


By MILTON KAUFMAN, 
et Shinnina R c 


+ 


Shipping weightwise imports of About 55 percent of the shipping to New York laden at ports in 
raw coffee into the United States weight of tea imports in 1959 was British East Africa originated in that 
country, with 38 percent moving to 
British East African ports from the 

Belgian Congo. Of the 91.1 million 
Sixty-one percent of coffee shipments (Consitued on tollnwine tas 


amounting to 307.3 million pounds 


through ports locate 1e 
in 1959 ranked 12th of the total of | cated in countries 


5 other than gin 
approximately 170 shipping com- the countries of origin 


modity groups (Schedule T, Statisti- 
cal Classification of Imports into the 
United States Arranged in Shipping 
Commodity Groups). Practically all = SHIPPING WEIGHT OF UNITED STATES WATERBORNE GENERAL 
raw coffee imports move to the IMPORTS OF RAW COFFEE BY PORTS OF UNLADING: 1958-59 

United States on liner-type vessels on (1,000 pounds) 


relatively small shipments averaging 








Percent 
Port of I nlading 1959 1958 of change 
Total (all ports) 3,072,595 2,687,242 i 14 
New York 613.647 3 { 3 
having predete rmined and fixed sail- z mk ..... Ol 9,04 1,431,681 13 
a ; New Orleans 527.600 439.607 
ing schedules. Very little raw coffee 
Houston 274,981 251,470 


less than 100,000 pounds per ship 


ment Liner-type vessels are those 
t 


is shipped on irregular or tramp ves- Gas Moneta 37825 317 504 
sels which are the predominant car Jacksonville 026 88.515 
rier of bulk commodities. Coffee Los Angeles s 646 63.523 
imports by vessel into the United Baltimore .. 651 52.005 
States in 1959 represented a 14 per- Boston sae 53,682 29,586 
cent increase over the 1958 shipping Portland, Oregon 30,843 29.655 
Long Beach ,226 16,823 
Other ports ve OME 50 66,874 

Note: Totals represent sums of unrounded figures, hence may vary slightly 


weight of 268 million pounds 
Waterborne imports of tea in 1959 
totaling 122.1 million pounds reflec 
ted a 6 percent increase over the 1958 from sums of rounded amounts 


volume As was the case for raw 


coffee imports, practically all the tea slid. 5 th Avera ican, UE ee nel DeS i Da 5 cote A a 

ancien. tes the: United States on tines SHIPPING WEIGHI OF UNITED STATES WATERBORNE GENERAL 

sania IMPORTS OF TEA BY PORTS OF UNLADING: 1958-59 
(1,000 pounds) 

As noted in table 1, t Percent 
principal raw coffee importing ports, Port of Unlading 1959 1958 of change 
New York ranked first, accounting Total (all ports) 122,138 115,518 i °6 
; New York ... 67,040 61,452 
Norfolk . 9.025 7.166 
San Francisco 8,143 9.801 
Baltimore . 6,350 1.666 
cottee above comparable 1958 vol Boston .. 566 7 547 
60,494 
$867 


rcent of total coffee imports 
in 1959 All 10 principal ports 


showed 1959 increases in imports of 


umes. The 77.5 million pounds of Galveston 

raw coffee imported into other than New Orleans 

Savannah 

Houston .. 1.765 
Philadelphia 861 
fact that coffee tends to be imported Other ports 1.529 3 886 
in a wide diversity of United States Note: Totals represent sums of unrounded figures, hence may vary slightly 
from sums of rounded amounts ; , ; ; 


the 10 principal ports were unladen 9,738 


at some other 24 ports, reflecting the 


ports, 





TRANSPORTATION in the °60's 


Coffee and tea import patterns 


pounds of raw comee imports into the 
port of New York laden at ports in 
Angola in 1959, 


and 1.3 million pounds 


million pounds 
or 4 percent, 
r 1 percent, or ginated in the Bel 
ian Congo and French West Africa, 

Approximately 20 per 
ent of the 54.2 million pounds of 
unladen at the port of New York 
New York showed the largest 1959 
ncrease in tea imports, 5.6 million 


pounds more than in 1958, with Bos 


19 


ton showing the largest decrease, 1 
million pounds less than in 1958 (see 


) 


table z ) 


Increased imports of cottee from 


} 
Brazil from 995.9 million pounds in 


pounds in 


increase of 41% was 


98 to 1,401.6 million 
1959 or an 


responsible for most of the 1959 tn 
crease from all countries. Imports 


of raw coffee originating in Brazil 


imounted to 46% of total United 
states imports of this 


I 
Colombia, the 


waterborne 


ommodity in 1959 


second highest country of origin of 
coffee imports into the United States 
in 1959, showed an increase of 65.1 
million pounds above the previous 
year's shipments. The 16.3 million 
pound increase of coffee imports by 
vessel from Guatemala in 1959 was 
offset by a 15.9 million pound de 
crease of 40.5 million pounds or 59 
percent of coffee originating in the 
Belgian Congo over the 1958 
volume 

Ceylon and India were the princi- 
pal countries of origin of tea import 
ed into the United States in 1959, ac 
counting for 39 and 25 percent, re- 
spectively, of the total [ nited States 


imports of this commodity. 


ports from Ceylon increased by 4.0 


Tea im 


million pounds in 1959 while India 


> 


shipments dropped by 3.2 million 


pounds from the 1958 level Tea 
shipments from the Republic of In 
) 


donesia dropped from 17.2 million 


pounds in 1958 to 15.3. million 


I 


pounds in 1959. 

In the case of Brazil and Colom- 
bia, the principal suppliers of raw 
coffee ,this commodity moves directly 
from ports in these countries to the 
United States. However, for coffee 
shipments unladen in the port of 
New York originating in selected 
countries other than Brazil and Co- 
lombia, there are transshipments 
coffee laden in Guatemalan ports des 
tined for New York originated in 
El Salvador 

Tea imports into New York in 
1959 and 1958 the extent of trans 
shipment of tea through ports in 
United Kingdom, Netherlands and 
British East Africa is a considerable 
Mixing, 
chandise functions performed in the 
United Kingdom and in the Nether- 


factor blending, and mer- 


lands is responsible for most of the 
tea reaching the United States from 
these countries even though the tea 
originated in other countries 


THROUGH 


SAN FRANCISCO’S 
GOLDEN GATE... 


Coffee has been pouring through 


the Golden Gate since Gold Rush 


days. Today this is one of the 


largest coffee ports in the nation. 


As the West’s oldest bank, Wells 


Fargo 


Bank American Trust 


Company has been smoothing the 


way for importer and exporter 


WELLS FARGO 
BANK 


since 


the 1850’s. Our skill and 
experience is always at your serv- 
ice. We invite your inquiries. 


HEAD OFFICE: 464 CALIFORNIA STREET 


AMERICAN 
TRUST 


COMPANY 


SAN FRANCISCO, CALIFORNIA 


Cable: “WELLS” 


Member Federal Deposit Insurance Corporation 


GOrres & TEA 


NDUSTRIES 





BAGS BY American 
Bag & Paper Corporation, 
Philadelphia 


DESIGNED BY Morton 
Goldsholl Design 
Associates, Chicago 


LINED WITH and 
flavor-sealed by 
Pliofilm 


In-the-store grinding of coffee is a thing of the 
past in 400 supermarkets across the land as 
Topco Associates becomes the first national dis- 
tributor of preground, bagged, dated fresh coffee - 
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eet Eliminating wasted space, machine x maintenance, 
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spillage, ‘ traffic jams, Gea wrong grinds— Se &y 


WR oh 
thanks to coffee protected by Pioflm =< )7 — bags Matexemr-lale) 


Thats me! 


sealed with Pliofilm—bags which make possible the marketing of 


preground coffee with bean freshness! 


Bm ake, 


“eS 


Good coffee stays good in For more information on this modern, spacesaving, 
moneysaving merchandising — write: Goodyear, 


Packaging Films Dept. W’-6433, Akron 16, Ohio 
Yiohim_ 
Ss 
by | 


Pliofilm, a rubber hydrochloride —T. M. The Goodyear Tire & Rubber Company, Akron, Ohio 
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WHAT 
DISTINGUISHES BRAZILIAN COFFEE 


FROM ALL OTHERS ? 


BRAZILS 
ARE 
PREFERRED 


The millions of U. S. citizens who have made 
coffee the nation’s favorite beverage naturally 
1o not all like the same blend or brand. Yet, 
one country, Brazil, continues year after year 
to export more of its coffee to the United States 


than any other country 


A basic reason is the unequalled variety and 
the Brazils. They satisfy a wider 

of consumer tastes than any other cof- 

fee. Coffee experts and the general public 
agree on the eminence of their rich body, full 
flavor and aroma, The U. S. taste for coffee 


has been built on Brazils. 


PROMOTE 
BETTER 
BREWING 


Join the industry-wide 


campaign for 
heartier coffee 


COFFEE & TEA INDUSTRIES and The Flavor Field 





BRAZILS 
ARE 
PREFERRED 


THE BRAZILIAN COFFEE INSTITUTE 120 WALL STREET, NEW YORK 5, N. Y. 
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hunting for a better deal ? 


Let's talk turkey, especially when it comes to booking your next coffee 
shipments from Mombasa and Dar-es-Salaam. You will find that our 
rates are not only economical but that we combine this feature with the 
finest in all around service and performance. So call BO 9-6000 and let 


us have the pleasure of serving you. 


FAST, MODERN VESSELS SAILING MONTHLY 
AGENT AT DAR-ES-SALAAM, MOMBASA, TANGA; 


DODWELL & CO. (EAST AFRICA) LTD. 
INDEPENDENT | oe 
fino 


UNITED STATES NAVIGATION CO., INC. 
Head Office: 17 Battery Place, N. Y. 4 1 @ 20100) 0) 


Chicago + Cleveland + Milwaukee 


COFFEE & TEA INDUSTRIES and The Flavor Field 
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New York's ever increasing importance as a port of entry for 
coffee, and tea, is mirrored in the Port Authority's facilities at 
Port Newark, New Jersey. 


the coffee and/tea ports of the United States 


fifty-three percent of the nation’s coffee’ — THE PORT of NEW YORK 


Excellent shipping services and the 
imported 
freight such as coffee and tea are the 


expeditious handling of 


+ 


cornerstones on which the pre-emi 


I 
nence of the Port of New York is 
built. Of the eight million tons ot 
waterborne general cargo imports at 
the New Jersey-New York Port dur 
ing 1959, coffee and tea comprised 
nearly ten per cent. 

The Port handled 739,552 tons of 
coffee last year, or nearly 53 per cent 
of all United States coffee imports. 
An even greater percentage of tea 
30,545 tons, or almost 56 per cent of 
the national total—arrived at Ameri 
ca’s greatest port from Calcutta, Chit- 
tagong, Colombo, Shimizu, Hong 
Kong and other far eastern ports 
Many of the 


precious cargo made New York their 


ships carrying this 


first port of all after their trans-Pa 
cific voyages, delivering the tea from 
two to ten days earlier than at other 
Atlantic ports 

Of paramount importance to Low 
er Manhattan's coffee and tea trade is 
the proposal for a World Trade 
Center at the Port of New York 
proposed in January 1960 by the 
Downtown-Lower Manhattan Associ 
ation in oa report issued to the 
Governors of the States of New York 
and New Jers« y and the Mayor of 
the City of New York Shortly 


thereafter, the Port Authority was 


\VEMBER, 1960 


requested to undertake and coord! 
nate a study of the planning, finan 
cing and activation of such a tra le 
center 

The area proposed by the Down 
town-Lower Manhattan Association 
for the Center is a 1314-acre site in 
Lower Manhattan, This tract runs 
along the East River and is contigu 
ous to the traditional commercial, 
banking and maritime district which 
is of critical importance to the gen 
eration and support of international 
trade Included in this district is 

Cottee Row,” 
quarters of the coffee and tea indus 
try of the Port of New York. 

Of particular interest to coffee and 
tea brokers is the fact that the Port 
Authority is working closely with of- 
ficials of the United States Govern 


administrative head- 


ment to determine the feasibility of 
including in the Center the offices of 
the Collector of Customs and other 
government agencies concerned with 
the movement of international trade 
The Customs operation is the key 
stone of the administrative process 
ing of cargoes through the port, in 
cluding the sampling and entry of 
coffee and tea 

Another distinctive feature of the 
World Trade Center of special in 
terest to coffee and tea brokers is 
the possible relocation and concen 


tration of commodity exchanges. In 


addition, since it is expected that 
many consulates, custom house brok 
ers, foreign freight forwarders, trans 
portation companies and other firms 
engaged in foreign trade would be 
housed in the Center, the importa 
tion, marketing and distribution of 
coffee and tea at New York would 
be more centralized, efhcient opera 
tion than ever before 

In a real sense, the World Trade 
Center will complement the modern 
piers of the New York-New Jersey 
Port—both will make it more con 
venient to import and market coffec 
and tea. Thus, in the office as on 
the pier, the Port of New York car 
ries On a continuing program of im 
provements of immediate benefit to 
exporters and importers In this 
manner, the Port of New York plans 
and builds today for continued lead 
ership and prosperity as America’s 
Greatest Port, a port where coftec 
and tea flow freely 

Facilities for handling these com 
modities quickly and economically 
are an important part of the marin¢ 
terminal development program of 
The Port of New York Authority 
This program already represents an 
investment of over $150,000,000, and 
will reach over $400,000,000 when 
projects now 
pleted 


under way are com 


A good example of 
(Conti 





TRANSPORTATION in the °60's 


New York (Continued) 

new construction on the coffee trade 
is found at Pier 3 at the Brooklyn- 
Port Authority Piers. Opened in 
1959, the new pier ts 
Flota Mercante Grancolombiana, a 
leading coffee carrier. Like other 
new Port Authority piers, Pier 3 
is much wider than the obsolete piers 
The old-type piers had 


leased to 


replaced. 
narrow stringpieces requiring a sling- 
load to be swung into the entrance 
of a pier door, thus blocking it. 
Now, on Pier 3, the 


twelve bags of coftee is lowered onto 


slingload of 


the apron perhaps 20 to 30 feet away 


from the pier door. Longshoremen 
then place the bags on a pallet, and 
a fork lift whisks them inside the 
pier shed for stacking. 

The  two-berth 
terminal has 90,000 square feet of 


Grancolombiana 


covered space per ship berth so that 
a fleet of mechanized cargo-handling 
devices can move freely. In addition, 
most trucks are excluded from the in- 
terior accessways of new Pier 3 and 
other new Port Authority piers 
Pickups and deliveries are made at 
special all-weather truck loading plat- 
forms located on the inshore end or 
side of the new structures, Large 


paved upland areas provide extra 


flexibility in handling truck-borne 
cargo, at the same time they have 
made possible the removal of streets, 
improving trafhc conditions along 
much of the Brooklyn waterfront. 
Pier 3 is one of five new piers in 
operation at the Brooklyn-Port Au- 
thority Piers. Since 1956, when the 
Port Authority acquired the proper- 
ties along two miles of premier wa- 
terfront south of the Brooklyn 
Bridge, it has completed more than 
half of its $90,000,000 redevelop- 
ment program. This program calls 
for replacement of 25 obsolete piers 
with eleven wide, single-story, steel 
and concrete structures, as well as 
the rehabilitation of an existing pier. 
The coffee and tea trade is also 
making use of new marine terminals 
provided by the Port Authority on 
the New Jersey side of the harbor. 
The Alcoa Steamship Company and 
the Norton Line bring in coffee, and 
other carriers discharge large 
amounts of tea at the four-berth, 
$10,000,000 Norton, Lilly Terminal 
at Port Newark. This terminal is 
part of a $125,000,000 expansion 


under 


and improvement program 


way at the seaport, which ultimately 
vessel 


will comprise eleven new 


berths, to expand Port Newark’s ca- 
pacity from 28 to 39 berths. The 
program also includes the develop- 
ment of 115 additional acres of up- 
land area and the construction of ap- 
proximately 3,000,000 square feet of 
distribution buildings. 

In 1959, the Port Authority com- 
pleted the dredging of a new 9,000 
foot Elizabeth Channel south of the 
Port Newark Channel. This will per- 
mit the development of the Authori- 
ty’s newest port project, the $150,- 
000,000 Elizabeth-Port Authority 
Piers on Newark Bay adjacent to 
Port Newark. As the first stage ot 
this development, the Port Authority 
is providing five new berths and sup- 
porting transit sheds, distribution 
buildings and upland area to be 
completed by the summer of 1962. 

Port Newark, with its 612 acres, 
and the adjacent 703-acre Elizabeth- 
Port Authority Piers development, 
have the space required to accommo- 
date the steadily expanding container 
operations. A combination of con- 
tainer services, abundant distribution 
facilities and excellent location with 
respect to railroads and highways 
will be important to the coffee trade 
when it becomes feasible to ship this 


commodity in containers. 


the coffee and/tea ports of the United States 


"this port's richest, and fastest rising import” — HOUSTON, TEX. 


Last year a record 138,000 tons of 
the savoury bean moved in over Port 
of Houston wharves in a $103 mil- 
lion flow that firmly established this 
the third coffee port of the nation, 
6000 tons ahead of San Francisco. 
New York and New Orleans held 
their traditional first and second 
places with 792,000 and 251,000 tons, 
respectively 

Houston's coffee growth has been 
steady over the last decade. It reach- 
ed third place in 1958 with 128,000 
tons. The first six months of this 
year are already 1714 percent ahead 
of the same period last year and, in 
fact, 1960's first half total of 83.,- 
000 tons almost equals the full year 
total of 89,000 tons, ten years ago. 

While the traditional term of 
“Java” is still applied to coffee, the 
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Port of Houston, as the rest of the 
United States, brings most of its cof- 
fee not from that East Indies island 
but from Latin America. 

Some 93 percent of Houston's cof- 
fee imports come from the hemis- 
phere countries to the south, led by 
Brazil with 37 percent; Colombia, 22 
percent; Guatemala, 11 _ percent; 
Mexico, nine percent; El Salvador, 
five percent; and the rest of Central 
America, Venezuela, Ecuador, Peru, 
and the Caribbean, nine percent. 

The United States average is about 
87 percent from Latin America with 
most of the rest, as in the case of 
Houston, coming from Africa. Asia 
and Oceania provide less than one 
per cent, combined. 

Houston’s increased imports, too, 
are reflected in the national average 


GOPrPeEe & TEA 


INDUSTRIES 


which shows a steady gain in coffee 
to the 1959 record high of 1,535,000 
tons, which in itself was a 15 per- 
cent increase over 1958. Previously, 
1949 had been the peak year. 

Coffee dollars pay more than halt 
the bill for U.S. exports to Latin 
America, which in 1959 came to $3.3 
billion dollars. The same ratio held 
on the Houston front with exports 
to Latin America valued about $200 
million and coffee imported valued 
at $103 million, 

Houston’s role as a coffee roasting 
and distribution center dates from 
1904 when the Maxwell House 
Company established a plant, here, 
but it was not until 1915, with the 
opening of the city to deep sea traf- 
fic, that it became a coffee port, as 
well. 

(Continued on page 16) 
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Houston (Continued) 

Then, in 1918, the Duncan Coffee 
Company was established and twenty 
years later the J. A. Folger Company 
of Kansas City built a plant here to 
place Houston firmly among the big 
cottee ports and processors of the 
country 
more than 
coffee 


Interestingly enough, 
80 percent of the 


brought into Houston is roasted here 


£ reen 


three big whereas 


many coffee ports send a majority 


in the plants, 
of their coffee elsewhere for process- 
ing 

To be both a coffee port and cof 
fee roasting center requires a combi- 
nation of excellent shipping services 
with widespread rail and truck net- 
works for interior distribution. Hous- 
ton is ideally favored with both. 

On the shipping side, the Delta 
Line and Nopal Line provide fast, 
Brazil; Royal 

Lykes Line 


frequent service to 

Netherlands and the 
serve the Caribbean, Venezuela and 
Colombia, Gran Flota Colombiana, 
Coldemar and the Venezuelan Line 
have multiple service to Venezuela, 
Central 


Fruit and 


Colombia, Ecuador and 
American ports; United 

Mamenic Lines serve both east and 
west coasts of Central America. 
Smith & Johnson Line serves Mexico 


Domestically, six trunk line rail 


roads and some two-score truck lines 
fan out from Houston to cover the 
vast 23-state hinterland it serves and 
provide the necessary distribution 
for the coffee after it has been im- 
ported, roasted and processed. 

So successful is this combination 
of sea and land transportation ser- 
vice, with Houston as the intermedi- 
ate way-station, that all three com- 
panies have steadily expanded their 
roasting as well as their import oper- 
ations here. Maxwell House's Hous- 
ton plant, for example, is now sec- 
ond largest in the world and Duncan 
is completing a new $3 million con- 
struction. Folger has just finished 
a big expansion program, here. 

Makers of Maryland Club Coffee, 
the Duncan organization is Hous- 
ton’s largest food product manu- 
facturer with headquarters here. It 
serves a twelve-state area as far 
afield as Colorado and Minnesota 
and is contemplating further expan- 
sion of its marketing area. 

The Folger company, headquarter- 
ed in Kansas City, brings in practical- 
ly all of its Houston plant's coffee 
through this port and a large per- 
centage of the coffee for its Kansas 
City plant, also. Distribution is na- 
tionwide although the Houston plant 


serves principally the Southwest. 


Maxwell House, headquartered in 
Hoboken, N. J., as a branch of Gen- 
eral Foods, brought the first decaf- 
feinating plant to the South with 
its Houston unit in 1958 and makes 
decaffeinated coffee along with the 
regular and instant types which the 
other two companies here make. its 
distribution, too, is nationwide and 
the local plant's area covers most 
of the Houston trade territory. 

This territory of the Houston cof- 
fee plants covers a region reaching 
to Canada on the north, to Denver 
on the West, and to Chicago on the 
east. 

Coffee drinkers and potentials in 
the Greater Houston area number 
1,250,000 and in the nine county 
area proposed to be included in the 
metropolitan count of 1970 there are 
at present nearly 1,700,000, 

The coffee picture for Houston in 
the 1960s is growing. The Port is 
completing two new docks with an- 
other building program scheduled to 
follow, the coffee plants are expand- 
ing, the transportation system grow- 
ing, the population increasing rapid- 
ly, and all combining to establish the 
Port of Houston as a coffee import- 
ing center, which today ranks third 
in the nation. 

Goal for the years just ahead— 
number two! 


the coffee and/tea ports of the United States 
“coffee, fourth industry of this port” — SAN FRANCISCO, CAL. 


The “wake-up” beverage that glad- 
dens the spirit of millions over the 
morning continues to 
rank high economically also to the 
No. 1 cargo, 


newspaper 


Port of San Francisco 
in fact 

Green coffee flowed across the 
docks of the port by the Golden 
Gate last year to the tune of $81,- 
727,930 valuation, represented by 
221,975,161 
110,000 short tons. 


pounds more than 


Coffee came to San _ Francisco 
from Brazil and Colombia, in that 
order, by El Salvador, 


Guatemala and Mexico. 


followed 


Processed right in the heart of 
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San Francisco in more than a score 
of major plants, the finished product 
flowed out again by truck, rail and 
ship to major markets of the Mid- 
west and Western United States as 
well as foreign ports. 

As an industry in San Francisco, 
coffee ranks fourth, yielding only to 
banking, insurance and _ printing 
and publishing. Direct payrolls of 
coffee firms aside, other added value 
from this fragrant commodity is 
given by the production of cans, 
cartons and labels, plus the payrolls 
needed for seamen, longshoremen, 
warehousemen, truckers and whole- 
salers. 
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Among shipping firms whose ves- 
sels almost daily unload coffee car- 
goes are Grace, Moore-McCormack, 
Johnson, Italian, French, Pope and 
Talbot, American President, Hol- 
land-America, Grancolombiana, 
Westfal- Larsen, Java- Pacific and 
Hoegh, Matson, North German- 
Lloyd and Hamburg - American. 
Many another freighter whose route 
north takes them to ports of call 
at Central and South America will 
take aboard sacks of the green beans. 

When converted to finely blend- 
ed, roasted brown beans, ground or 
powdered “instant,” much of the 
finished product again is taken to 

(Continued on page 18) 
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San Francisco (Continued) 
sea for nearly every major port in 
the world. 

Because of its location, San Fran- 
CISCO 1S good for coffee. Its moder- 
ate climate helps to maintain a con- 
sistent finished 


grade of ground 


the coffee and 


"signs point to a dramatic market growth” — LOS 


Trade in green coffee through the 
Port of Los Angeles in the last fiscal 
year (ended June 30, 1960) should 

a healthly increase over the 
previous good year. But more im- 
portant are the clear signs of a de- 


I 
cided and continuing spurt, within 


show 


the next few years, in local demand 
for the green beans. 

And while indications of future 
tea and spice imports are less tangi-- 
ble. it seems safe to predict that they, 
too, will rise. 

Basis for these optimistic views 
is the dramatic growth of the market 
served by our port which, inevitably, 
will attract additional processors of 
these commodities. Indeed, in the 
case of coffee, a large processor is 
now in the planning stage of con- 
structing a plant in Los Angeles to 
roast and pack the Butternut brand. 

To the growers and importers of 
the green beans, any increase in pro- 
cessing facilities is important since 


Additional 


facilities are no less important to the 


provides new outlets. 


port for they mean increased ton- 
nage, 

While no commodity breakdowns 
are as yet available on cargo flowing 
through the Port of Los Angeles in 
the last fiscal year, a compa~-~ of 
fiscal 1959 and 1958 poin: the 
upward trend that has been fairly 
consistent over the past two decades. 
It also confirms the experience of 
the largest processor in this area, the 
Folger Company, which reports a 
steady growth since 1940. 

In fiscal ’59, a total of 84,658,000 
pounds of green coffee crossed our 
wharves, or 16,438,000 more pounds 
than in fiscal 58. We feel confident 
fiscal '60 figures will show a continu- 
ance of the upward trend. 


1 8 


coffee (and to reduce storage and 
production costs). 

Coffee pier sheds are airy, spa- 
cious, allow quick handling, easy 
storage and speedy pickups for de- 
livery to plants. 


tea ports of the 


But it takes only a cursory glance 
at population statistics to realize that 
there is a wide gap between today’s 
coffee imports through the port and 
total consumption of the popular 
brew, even though exact figures on 
the latter are not readily available. 

Latest statistics on cities show Los 
Angeles with close to two and a half 
million population, preceded only by 
New York and Chicago in that or- 
der. But to a processor, wholesaler 
or retailer, buying markets always 
extend far beyond a city’s limits. 

If we consider individual counties 
in the U. S., the Los Angeles popu- 
lation picture is even better. In this 
category, New York boasts 7,728.- 
500; Los Angeles, 5,937,500; and 
Cook County, with Chicago the lead- 
ing city, 5,119,800. 

But for most marketing experts, 
the favorite guidepost is the Metro- 
politan Area. Here, 
Angeles places second, with a total 
population of 6,624,200. The first 
10 Metropolitan Areas rank as fol- 
lows: New York (9 counties); Los 
Angeles (2 counties); Chicago (6 
counties); Philadelphia (8 counties); 
Detroit (3 Boston (4 
counties); San Francisco (5 coun- 
ties); Pittsburgh (4 counties); St. 
Louis (6 counties) and Washington, 
D.C. (7 counties and independent 


again, Los 


counties); 


cities). 

These figures prove that the Los 
Angeles Metropolitan Area market is 
a huge one in numbers. Even more 
impressive, however, is the record on 
buying power and retail sales. 

According to the latest edition of 
the Survey of Buying Power, pub- 
lished by Sales Management, the Los 
Angeles Metropolitan Area is in sec- 
ond place, topped only by New 
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Ultra-modern docking facilities— 
such as the model $6 million Mis- 
sion Rock Terminal and the multi- 
piers— 


million-dollar combination 


30-32 and 15-17—are additional aids 


to the industry. 


United States 
ANGELES, CAL. 


York. Here are the estimates on 
1959 annual spendable dollars in the 
two areas: New York $25,524,236,- 
000; Los Angeles $15,318,459,000. 
In other words, the New York 
Metropolitan Area last year had over 
$10 billion more than the Los 
Angeles Metropolitan Area to spend. 

Yet when we explore the figures 
on retail sales, we find a much smal- 
ler spread between the two leading 
Metropolitan Areas. New York's 
total annual retail sales were given as 
$14.388.296,000 and Los Angeles’ 
total was $9,796.184,000—a differ 
ence of a little more than $4.5 
billion. 

And in 
most interesting, certainly, to those 
in the coffee, tea or spice business 
the comparison is striking. The 
New York Area spent $3,698,656,- 
000 in retail food stores last year 
while Los Angeles’ total was $2,27I,- 
874.000. 


retail food stores—the 


We are currently deep in a five 
year construction program that will 
cost upwards of $37 million, Much 
of this building program covers spe- 
cific projects, such as a huge new 
passenger-cargo terminal, preferen- 
assigned to the American 
President Lines. But in addition, we 
are building about 3,000 feet of 
modern wharf structures. 


tially 


Presently, the Folger plant is the 
chief consumer of coffee imports ar- 
riving at the Port of Los Angeles. 
Typical of the service provided was 
the recent shipment from South 
America aboard the SS SANTA 
MALTA which docked at Berth 57 
in Outer Harbor at 12:30 a.m. Crews 
of longshoremen worked continuous- 
ly until the 1,200 bags were unload- 
ed from the vessel and stacked in 

(Continued on page 20) 
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piles in the dock’s warehouse. 

Before the specially designed Fol- 
ger truck arrived to begin transport- 
ing the coffee to the nearby 3-year- 
old plant, the weight of the coffee 
bags had been checked on portable 
scales by a certified weighing com- 
pany, and the bags had been palle- 
tized. 

A fork lift truck picked up stacks 
of pallets and transported them to 
the back of the Folger truck equip- 
ped with rollers on its bed. By con- 
necting with wedges on the truck, 
the pallets automatically rolled from 
the fork lift to the front of the 
truck. 

At the Folger plant, which is close 
to being fully automatic, the com- 
pany truck backed up to the loading 
door. At this point rollers in the 


truck were lined up with rollers 


on an unloading conveyor system. 


A “U” channel bar attached to the 
pallets at the front of the truck was 
then hooked on the conveyor. Next, 
a button was pushed and the entire 
truck was unloaded in less than a 
minute, 

While the truck 
back to the port for another load, 
the coffee just delivered moved on 


Folger rolled 


down a conveyor until it was stop- 
ped by an electric eye just before the 
bags of coffee reached automatic 
scales. Here a plant operator push- 
ed another button and one stack of 
pallets moved onto the scales and 
was weighed. 

The operator then pushed another 
button and the weighed stack of pal- 
lets moved off the scales and con- 
tinued down the conveyor to the end 
where it was stopped by another 
electric eye. The final step in the 
process was taken by a fork lift 


which removed each stack of pallets 
from the end of the conveyor and 
delivered it to a temporary storage 
area to be held in readiness for pro- 
cessing. 

This swift and smooth-function- 
ing operation of transporting green 
coffee from ship to plant is by no 
means unusual. Port facilities for on- 
ward delivery of imports of all kinds, 
as well as for handling exports from 
truck or freight car to ship, have 
been developed to a point where we 
can make quick adjustments to cope 
with increased demands until new 
facilities can be built. And if the 
forecasters are correct, there seems 
little doubt that we will be called on 
many times to make such adjust- 
ments. Based on a continuing rise 
in population and a corresponding 
growth of the economy, foreign 
trade through our port can triple 
within the next 15 years, according 
to the prognosticators. 


the coffee and/tea ports of the United States 


“gateway to the South and Midwest” — NEW ORLEANS, LA. 


Although coffee continues to 
move through the Port of New Or- 
leans in substantial quantities, the 
pattern of movement has changed 
during the past several years. Not 
too long ago, when transit time to 
the interior was not too great a fac- 
tor, barge service was used to a con- 
siderable degree, and the barge lines 
operating northward from New Or- 
leans included coffee as an impor- 
tant commodity on their manifests. 
Today relatively little green coffee 
is shipped by barge to the large 
roasting centers in the Mississipp1 
Valley. Railroads and the motor 
carriers vie with one another for 
the privilege of transporting the 
large volume of green coffee to Chi- 
cago, Memphis, St. Louis, Kansas 
City, Omaha, Sioux City, St. Paul, 
Minneapolis, Milwaukee, Indi: napo- 
lis—also westward to Houston, Dal- 
las, Fort Worth, Oklahoma City, 
Tulsa, Wichita, Kansas and as far 
west as Denver, Colorado. And the 
same may be said of coffee moving 
to southern roasting centers, such as 
Birmingham, Montgomery, Chattan- 


a4 
a 


A 
U 


ooga, Knoxville, Atlanta, etc. Along 
the northern border of Southern ter- 
ritory, Louisville and Cincinnati 
look to the motor carriers, as well 
as to the railroads as transportation 
media. 

Another change has entered the 
picture, and with this change, the 
need for reliable and expeditious 
service. While interior roasting 
plants continue to play an important 
part in the conversion of the green 


New Orleans, long known as the gateway 
to the south and midwest, prides itself 
on the port facilities offered to the trade. 


COFFEE & TEA 


INDUSTRIES and The 


imports to roasted products, there 
has been a tendency for roasters to 
select seaboard locations for their 
plants. New Orleans is particularly 
blessed with a network of railroads 
that afford service to the shippers 
of green coffee as well as to the 
roasters and to the manufacturers of 
instant coffee. In addition, New 
Orleans enjoys the service of motor 
carriers that operate throughout the 
area east of the Rocky Mountains. 
The Port of New Orleans, because 
of its geographical advantage as the 
gateway to the Mississippi Valley, 
is an inviting location for new cof- 
fee roasting plants. 

The procedures incident to the 
movement of coffee through the 
Port of New Orleans have not ma- 
terially changed over the years. The 
handling, assorting, weighing, 
sampling, etc. of coffee remain much 
the same. As to the handling, the 
following methods are employed, 
depending upon the customer's 
needs, and wishes. After discharge 
from vessel, coffee may be loaded 
directly into railroad cars, and since 

(Continued on opposite page) 
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New Orleans (Continued) 

the principal coffee wharf operated 
by the Board of Commissioners of 
the Port of New Orleans is served 
by the New Orleans Public Belt 
Railroads, railroad cars are switched 
to the interchange with the out- 
bound rail carrier, and the coffee 
is On its way to final destination. Or, 
coffee may be loaded in a truck or 
dray, and drayed to a warehouse, of 
which there are a number located 
in the port specializing in the stor- 
age of coffee, for storage purposes 
awaiting orders for final disposition. 
When orders are received, the ware- 
housed coffee may then be loaded 
into a railroad car, or delivered to 
a motor carrier for movement into 
the interior. Or, coffee, after dis- 
charge from vessel, may be delivered 
directly to a motor carrier, and these 
shipments are handled by the motor 
carrier directly to destination; some 
motor carrier shipments are handled 
through the motor carrier depots, 
but these are the exception rather 
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than the rule. Another method, is 
the drayage of coffee from shipside 
to railroad carrier’s depots for con- 
solidation of lots, and these ship- 
ments are permitted to remain in the 
depots of the railroads for fifteen 
days without charge. At the end 
of the fifteen day period, or when 
carload lots are completed. coffee is 
then loaded into railroad cars for 
interior shipment to various sections 
of the country. 

As the wharves of the Board of 
Commissioners of the Port of New 
Orleans are public, truckers are per- 
mitted to pick up their coffee at 
waterside, and generally the coffee is 
loaded in trucks by truck personnel, 
thus contributing to expeditious 
handling of the coffee. 
whose needs are urgent, make use of 


Roasters, 


motor carrier services, when it is to 
their advantage to do so. An impor- 
tant factor contributing to the move- 
ment of coffee via the motor carriers 
is the lack of switch track facilities 


by certain interior receivers, as 
motor carrier movement eliminates 
this disadvantage to this particular 
commodity. 

New Orleans continues to be the 
second coffee Port of the country, 
ranking second to the Port of New 
York in the importation of green 
coffee. New Orleans received 264,- 
375 tons of coffee during the year 
1959 from the principal Central and 
South American producing coun- 
tries, and Africa. Coffee is the Port 
of New Orleans’ most valuable im- 
port, its yearly dollar value amount- 
ing to about half the total value of 
all imports moving through the 
port. 

Unexcelled facilities, coupled with 
ample service by steamship lines, 
adequate motor carrier and railroad 
service, experienced handlers, 
samplers, weighers, etc. continued to 
make New Orleans an outstandingly 
valuable coffee port to members of the 


coffee fraternity. 
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the coffee and/tea ports of the United States 
“fourth in coffee tonnage” — JACKSONVILLE, FLA. 


+ 


Jacksonville, the Gateway to the 
Southeast, is one of the foremost 
break-bulk and distributing service 


centers Over one 


in every respect. 
and one-quarter miltion square feet 
of dry storage space is available in 
twenty-eight warehouses in Jackson 
ville These excellent facilities have 
been long established and are operat- 
ed in coordination with the cargoes 


The ad : 


vantageous geographical location of 


handled on the waterfront. 


this community have made it possible 
for the public warehouses to render 
a number of specialty services, tail- 
ored to the requirements of the 


trade, including conditioning of 


merchandise for final movement to 
retailer’s shelves. Transportation 
services are provided by five Class I 
railroads, eighty steamship _ lines, 
twenty-five truck lines, six air lines, 
and three coast-wise barge lines. Su- 
perior service has resulted from keen 
carriers and 


competition between 


overnight delivery is standard pro- 
cedure for a wide area. 

The tonnage of green coffee im- 
ported through the Port of Jackson- 
ville has increased during the past 
few years to reach the position of 
FOURTH in the United States. This 
has been largely due to the establish- 
ment of four coffee roasting plants 
in the Jacksonville area, including 
Maxwell House, Atlantic & Pacific 
Tea Co., Bingham Coffee Company 
and Winn-Dixie Stores. In addition, 


onward routed to 


shipments are 
plants in other cities. 

Regularly scheduled shipping ser- 
vices from Brazil, Colombia, Guate- 
mala and Mexico bring the several 
varieties of green bean Coffee to 
the Municipal Docks and Terminals, 
owned and operated by the City of 
Jacksonville, for further distribution. 
These are blended by the various cof- 
fee roasting plants and instant coffee 
plants for distribution among their 


outlets in the Southeastern United 
States. 

In June, 1960, a Three Million 
Dollar cargo, which is believed to be 
the most valuable to be landed at a 
Florida Port, was discharged in the 
Port of Jacksonville. This shipment 
was delivered by the Moore-McCor- 
mack Lines vessel S.S. Mormacwren 
from Brazil. It included 46,000 bags 
of green coffee. This quantity of 
coffee has been calculated to be suf- 
ficient to brew a cup for every per- 
son in the United States, using the 
1960 census released figures. 

While the official report on the 
number of tons that passed over the 
Municipal Docks and Terminals have 
not been released for 1959, they have 
been stated to exceed the 44,257 
tons handied in 1958. As long as 
the sea-lanes remain open, the citi- 
zens of Jacksonville should have no 
difficulty in complying with the 
thought expressed in the song “Let's 
have another cup of coffee!” 


the coffee and/tea ports of the United States 


“gateway to the expanding Northwest’ — PORTLAND, ORE. 


Coffee, for many years Portland’s 
second-largest general cargo import, 
strengthened its position in the cargo 
picture during 1959, when imports 
rose by nearly 4,000,000 pounds, to a 
total of 17,992 short tone. The total 
for the first half of 1960 amounts to 
more than half the 1959 total, nearly 
10,000 tons, promising a gain in cof- 
fee imports this year, also. 

Portland’s general cargo facilities 
are specially adapted handling coffee 
beans. Operated by the Commission 
of Public Docks, Terminal No. 1 and 
2 provide 11 berths—nine of which 
are provided with double rail tracks 
for direct transfer of cargo from ship 
to rail, These two terminals are 
among the finest and most modern 
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to be found in any port. 

Located at the juncture of the 
Northwest's two mightiest rivers, the 
Columbia and the Willamette, Port- 
land has attained the rank of leading 
dry cargo seaport on the Pacific 
Coast—and the natural distribution 
center for the entire Pacific North- 
west. Portland’s rail, barge, and 
highway systems connect it directly 
to the greatest market areas of an 
area of more than 300,000 square 
miles, including the greater portion 
The Co- 


water- 


of more than seven states. 
lumbia provides a_ natural 
level route to the Inland Empire— 
rail and traffic lanes are open year- 
round—barge traffic navigates the 


Columbia for over 240 miles east of 
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Portland. Overland freight rates for 
this great trade territory are favor- 
able to Portland for much of the 
area, and at parity with other North- 
west ports for a large portion of it. 
More than 50 steamship companies 
link Portland to every major area of 
the globe—among them, many of the 
lines that carry thousands of bags of 
coffee into the port: Moore-McCor- 
mack Line, Grancolombiana, K Line, 
Westfal-Larsen, Grace Line, Vene- 
zuelan Line, and Fern-Ville Line, 
and South America—and the lines 
serving Africa and the South Pacific: 
Nedlloyd, Pacific Africa Line, Java 
Pacific Hoegh. 
Coffee arriving on these lines is 
normally for consignment to one of 
(Continued on page 24) 
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BAR-NUN 
replaced 


two 
other weighers 


In manual coffee packaging, Bar-Nun “Auto Your packaging requirements may differ from 
Check” Net Weighers have set a lot of low-cost this case in a number of ways. But the complete 
records. In this particular installation, the cus Gl MI line includes the unit that will do your 
job with the same “great savings in labor and 
coffee” this user reports. [There are models for 
manual weighing, automatic bag packaging, and 
Bar-N “tag? ‘bl a 7 automatic can or jar filling and packing and 
AT-e IGGR. Pee 1 Pee See Cae for almost any weights you want. Write for 
production on one weigher ~ and with a saving more information, without obligation. Tell us 
not only in labor, but in coffee as well, due to the type of coffee to be weighed, kind of con- 
the higher accuracy of the Bar-Nun. tainer, weights, and hourly volume required. 


tomer previously had to use two machines and 
two operators to fill a range of packages from 
three ounces to one pound, Installation of the 








B.F. Gume Co. zs. cicero Ave., Chicago 50, III. 


Engineers and Manufacturers of Coffee Plant Equipment 
| New York 36—JABEZ BURNS AND SONS, INC.—600 West 43rd Street 
SALES AND SERVICE San Francisco 5—TEMPO-VANE MANUFACTURING CO.—330 First Street 


Dallas 2—J. B. WILLIAMS —1026 Young Street 
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TRANSPORTATION in the °60’s 


Portiand (Continued) 

Portland's large coffee firms—J. A. 
Folger & Co., Boyd Coffee Co., De- 
fiance Tea and Coffee Co., Tucker- 
Emmrich Co., Wadhams & Co., 
Dwight Edwards Co., General Gro- 
cery Co., or Schilling Division of 
McCormick & Co., Inc. These 
plants constitute one of the city’s 
largest industries. Their distribution 
area includes practically the entire 
Northwest and Alaska. 

The distribution of coffee from 
Portland is well illustrated by a look 
at one of the city’s largest firms 
Folgers. Folgers coffee is distributed 
from the Portland plant throughout 
Oregon, Washington, Utah, Idaho, 
Montana, Alaska, and parts of Ne- 
vada, Northern California, Colorado 
and Wyoming. 

A survey of Portland's coffee im- 
ports over the past decade shows a 
healthy, steady growth pattern con- 
sistent with the population's coffee 
drinking habits, the growth of Port- 
land’s port facilities, and the popula- 


tion growth of Portland's trading 
area. From a total import of 9,000 
tons in 1949, to nearly 18,000 tons 
in 1959, coffee imports have account- 
ed for many thousands of dollars in 
More than 100,000 
have entered the 
Portland since 


payrolls, alone. 
tons of coffee 
United States via 
1954. 

According to figures compiled by 
a leading national economic survey 
group, each ton of general cargo im- 
accounts for 


ported into a_ port 
This includes 


$12.46 in revenues. 
service and handling charges, unload- 
ing charges and payrolls, pilotage, 
etc. Based on this figure, Portland’s 
coffee imports last year meant input 
of $224,000 into Portland’s economy. 

During the past four years, the 
Dock Commission has invested $13,- 
000,000 in new and modernized maci- 
time facilities. A great portion of 
this was used to provide new general 
cargo berths and to completely re- 
model old berths—which today are 


handling much of the coffee passing 
through Portland. The Commission 
has recently announced plans for a 
new five-year program to further 
develop Portland's docks, including 
the development of a large, new con- 
tainerized cargo facility. The Com- 
mission's program is designed to 
meet shipper’s needs and to combine 
enlargement with efficiency. 

With the development of new and 
better handling methods, productivi- 
ty will naturally be increased on the 
waterfront, and costs lowered. Long 
range estimates show a continued up- 
ward trend for coffee imports 
through Portland, accounted for by 
the rapidly growing metropolitan 
area and 300,000 square mile trade 
area, 

Portland welcomes its large coffee 
trade—and stands ready at all times 
to improve the services it offers the 
coffee industry through the handling 
of thousands of tons of coffee beans 


each year. 





Are you interested... 


in shipping your teas, coffee and spices in vessels manned by 

é officers and crews specially trained to deal with the problems of 
the trade in which they are engaged and who take special pride 
in stowing, ventilating and caring for these commodities in a 
manner which gives best assurance of sound delivery 


in having your cargoes carried from ports of shipment to destina- 
tion with the least delay 


» in having your consignments given proper sorting on discharge 
as well as proper protection while awaiting detivery 


b in obtaining very prompt settlement of meritorious claims 


we offer for your consideration the fast modern motor vessels 
comprising the fleets of — 


if so 


BARBER-WEST AFRICAN LINE 
(All principal ports on 
the West Coast of Africa) 


BARBER-FERN-VILLE LINES 
Philippines—Malaya— 
Indonesia and Ceylon/U.S.A. 


BARBER-WILHELMSEN LINE 
(Philippines, Hongkong 
and Japan) 


For further particulars, schedules, etc. apply to 


Garber Steamshif. Lines, Tue. 


17 Battery Place, New York 4, N. Y. Tel. WH 4-1300 
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A typical nursery in the interior 
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United States Representative 
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P.O. BOX 1399, ABIDJAN 
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Overseas Community Division 
Commercial Counselor to the French Embassy 
610 Fifth Avenue, New York 20, N. Y. 


Circle 5-5780 











TRANSPORTATION 
im the °60°s 


Only a small part of the coffee transportation story is 


mirrored in the initial shipment from the producing country. 


Interior shipment from the receiving port points up .. . 


the railroad’s role in coffee movement 


Coffee is one of the most important food items in the 
railroad freight pantry, Although tea and spice are lump- 
ed together in a catch-all carloadings category titled ‘food 
products, not otherwise specified, in cans and packages, not 
frozen,” coffee has a place all its own in the railroads’ 
satistical hierarchy. 

In terms of tonnage, coffee shipments by rail are im- 
pressive. Last year, American roads used 29,450 freight 
cars to haul 778,234 tons of the flavorful product in vari- 
ous forms between ports, processors and consumers. And 
with coffee once again in plentiful supply, this year prom- 
ises to loom even larger from a traffic standpoint. 

A glance at the books shows that rail movements of cof- 
fee parallel the movement of the green product into this 
country through particular ports. For instance, eastern 
railroads last year originated nearly a third again as many 
tons as western and southern lines combined, and _ ac- 
counted for more than half of all rail coffee originations. 
Second place went to the western lines, reflecting the rela- 
tive importance of Gulf and West coast ports as import 
centers, 

Even though many coffee roasters have plants at or 
near ports of entry, railroads still carry considerable ton- 
nage of green coffee beans to interior points. An im- 
portant customer for the unprocessed product, aside from 





“THEY WERE GOING TO CALL IT 'SUPER-ROAST.'" 
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the roasters themselves, is the federal government, which 
buys chiefly for the military. 

Railroads also figure heavily in shipments of roasted 
coffee between roasters and processors, and between these 
points and storage or consumption centers. Just as in the 
case of tons originated, the East also leads the nation 
in tons of coffee terminated. Approximately half of all 
rail coffee terminations last year were in the East, and 
the tonnage terminated by eastern lines amounted to more 
than that of western and southern lines combined. 

While the Port of New York accounts for more than 
half of all coffee and tea brought into this country, rail 
shipments of coffee from that port go mainly to points 
east of Chicago. At San Francisco, where some half-a- 
hundred wholesale coffee dealers operate, railroads figure 
heavily in the outbound movement of roasted or processed 
coffee to other west coast points and to inland points as 
far east as Chicago. Railroads also carry green coffee 
imported through San Francisco to Seattle, Portland, Los 
Angeles, Stockton and other coastal centers. 

An estimated 90 per cent of all coffee moving inland 
from New Orleans goes by rail. Since a large perecentage 
of New Orleans coffee is roasted on the spot, railroads 
carry both green and processed varieties from there to 
such diverse points as Chicago, St. Louis, Atlanta and even 
San Francisco. At Houston, third ranking coffee port be- 
hind New York and New Orleans, much of the imported 
products goes directly to three local. processing plants. 
Accordingly, railroads move considerable tonnage of both 
green and roasted coffee from Houston to inland ports, 
chiefly in the Midwest. 

Most coffee moving by railroad is carried in box cars, 
although "piggyback" shipments—highway trailers carried 
on flat cars—are on the increase. And because coffee is 
packed in either burlap bags or pasteboard cartons, only 
high grade cars with smooth interior surfaces can be used. 

To satisfy the demand for modern equipment in first 
class condition, railroads have undergone a $15-billion 
facelifting in the postwar years. Half of the freight 
car fleet, for instance, has been replaced with stronger and 
improved units. Box cars, traditionally the work horse 
of the freight fleet, account for more than 40 per cent of 
the one and two-thirds million freight cars now owned 
by the nation’s railroads. 

The most noticeable transformation in postwar rail- 
roading has been the changeover from steam to diesel 
power. Where steam locomotives powered 85 per cent of 
all freight trains duting the war years, diesels now ac- 


& TEA INDUSTRIES and The Flavor Field 





count for more than 95 per cent of both freight and pas- | 


senger service. The modern fleet of 28,163 diesel units 
serves the railroads more efficiently than did the 42,841 
locomotives (mostly steam) of 1946. Diesel are smoother 
running and easier on the lading than steamers, and re- 
quire less time out for service. 

Freight terminals—where railroads meet the highway 
carriers—also have come into their share of automation. 
Conveyor belts, continuous chains of carts and two-way 
radio are among the devices speeding operations in the 
scientifically-designed postwar freight house. The secret 
of their success is reduced handling, made possible by 
shorter platform distances and improved scheduling of 
incoming and outgoing service. 

Railroads are also concentrating on the development of 
the comparatively new service which holds much promise 
for the future of railroading—'‘piggybacking,” or the 
loading of highway trailers on flat cars. It is estimated 
that this type of service, which has scored dramatic gains 
in the past five years, could ultimately account for one- 
third of rail carloadings. Piggyback loadings now average 
more than 10,000 cars a week, and 55 railroads offer the 
service as compared with a half dozen in 1953. 

With the trend toward ‘door-to-door’ service on the 
upswing, the use of detachable containers is a possible 
replacement for the wheeled highway trailer in piggyback 
operations. Advocates of containers that could be trans- 
ferred from flat car to truck or ship or even airplane 
stress advantages of less loading time and less weight to 
carry. Rising unit labor costs and a developing need for 
tight inventory control are seen as further emphasizing 
the advantages of containerization. Moreover, transporta- 
tion experts contend that container operations could help 
cut damage, manual handling, pilferage, packaging and 
marking of individual cartons. 

Railroads will continue to improve plant, equipment 
and operating methods to the extent permitted by earnings 
and available capital. Shippers and receivers of coffee, 
tea and spices, as well as of the myriad other products 
used in America’s daily life, can count on this.  Rail- 
roads of tomorrow, as in the past, will continue to be the 
backbone of America’s great transportation system. 





TRADE CALENDER 


January 16, 17, 18, 19, 1961 
National Coffee Association 
Boca Raton Hotel 
Boca Raton, Fla. 


January 12-15 

Association of Institutional Distributors 
Galt Ocean Mile Hotel 

Fort Lauderdale, Fla. 


January 29 - Feb. 1 
Super Market Institute 
Americana Hotel 
Miami Beach, Fla. 
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Serving the Coffee, 
Tea and Spice Markets 
of the World... 


VIA 


WORLDWIDE 
RADIOTELEGRAPH 
AND CABLE CIRCUITS 


INTERNATIONAL 
TELEX SERVICE 


LEASED CHANNEL 
SERVICE 


MARINE RADIO 
SERVICE 


Qll America 
Commercial 
Globe 


Mackay Radio 


OPERATING UNITS OF 


VIA 


American 
Cable & Radio 
System 


an ITT associate 


67 Broad Street, New York 4, N. Y. 





®@ LEGAL PROCEDURE 


The following article is the fifth in Coffee and 
Tea Industries continuing series on the legal as- 
pects of both the coffee and tea trade. This 
month, author Howard Newcomb Morse discusses 


three cases dealing with coffee . . . 


—_— 


eM 0S ARR ee omen nme ae ke 


sags ener 2 pape 


“Liability of Manufaxurer for Injuries Resulting from 
Particles of Glass in Ground Coffee” 


H. T. Collins purchased from a retail store owned by 
W. E. Besser a pound of coffee which had been roasted, 
ground, prepared, packed, ard sold to Besser by the 
Maddox Coffee Company. Instead of Collins using this 
coffee as a drink, he ate a handful of the ground coffee as 
food. He subsequently suffered injuries alleged to have 
been caused by small particles of glass which, he charged, 
Maddox negligently permitted to be contained in the 
coffee. 

The coffee was not sold by Besser in original pack- 
ages, but the gross lot purchased, emptied into his bin, 
and sold by him in retail lots. Collins claimed that Mad- 
dox and Besser knew, or by the exercise of ordinary care 
ought to have known, of the harmful, unwholesome and 
dangerous nature of the coffee. 

Collins brought an action in the Superior Court of 
Fulton County, Georgia, against Maddox and Besser to 
recover damages for the injuries he sustained. Counsel 
for Maddox attempted to secure a dismissal of the case. 
The court refused to dismiss the case, and Maddox ap- 
pealed. 

Maddox contended that: 

(1) the use of this coffee by Collins as a food was not 
the proper or foreseeable use for which the coffee was 
prepared, and 

(2) the act of eating rather than drinking the product 
was an intervening act of contributory negligence 
preventing any recovery. 

The Court of Appeals of Georgia affirmed the decision 
of the court below. The Court of Appeals declared: 
“Had plaintiff used this coffee as a drink in the usual and 
customary manner, and in so doing and without negligence 
on his own part swallowed the glass therein contained, 





Howard Newcomb Morse, author of this series, 19 
a recognized expert on legal matters. In 1948 and 1949 
he was Professor of Law at John Marshall Law School 
in Chicago. In addition he was admitted to the Bar 
of the Supreme Court of the United States in 1949, 

While the series to date has encompassed the legal 
aspects of various areas of interest to the coffee, tea and 
spice trades, Coffee and Tea Industries would welcome 
the comments of readers as to subject questions which 
would benefit the trade. Readers having questions along 
these lines are invited to submit their interests to Editor, 
Coffee and Tea Industries, 106 Water Street, New York 
‘N.Y, 
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. for the resulting injuries would be 


his right to recover . . 
. was not used for its 


clear. But the ground coffee . 
generally accustomed purpose. Had it been so used it may 
be that the glass would have settled to the bottom of the 
coffee pot, percolator, or coffee cup, and injury might 
not have resulted. The question we are here dealing with 
is whether . . . the injuries actually received by plaintiff 
were ‘the natural and probable consequence’ of this de- 
fendent’s negligence.” 
Thus, the questions before the Court were: 
(1) Is it natural and probable that the purchaser of 
ground coffee will eat it as a food? and 
(2) Is the manufacturer bound to anticipate such a use 
of the product so as to take reasonable precautions 
to prevent such a use from resulting in injury? 
The Court concluded: “While the eating of coffee 
grounds is, to the minds of this court, an unusual practice, 
we will not assume to rule as a matter of law that such 
a use of ground coffee is so unusual or improbable that 
the coffee manufacturer may disregard it altogether, and 
we leave that as an issue of fact in the case, to be de- 
cided by the jury.” 


” 


“Coffee as a ‘Provision’ 


Arbuckle Brothers, a corporation, was engaged in the 
business of receiving, packing, and selling at wholesale, 
coffees, teas, spices, and flavoring extracts. The coffee 
was received in bulk and was then roasted and ground 
and packed in containers by machinery. Most of the teas 
were kept and sold in their original containers, though 
some teas were picked over and repacked. All spices 
were handled automatically, without the intervention of 
human hands, except that an original package of allspice 
would be broken whenever someone wanted a smaller 
quantity, and the whole spices were handled occasionally. 
The flavoring extracts were also manufactured without the 
intervention of human hands. The products of the cor- 
poration were distributed in all the states east of the 
Rocky Mountains, 

The corporation was convicted in the Municipal Court 
of the City of Chicago of conducting a wholesale food 
establishment without a license, in violation of the Chi- 
cago municipal code. The ordinance did not mention by 
name any of the products in which the corporation traded 
but did refer to “other provisions.” The corporation ap- 
pealed, contending that it was exempt from the operation 
of the ordinance on the ground that the products carried 
by it were not included within the terms of the ordinance. 

This contention was rejected by the Supreme Court of 
Illinois, which sustained the decision of the lower court. 


INDUSTRIES and The Flavor Field 


vee 


<2 


Barrister’s Brew 





The Supreme Court stated: “. . . coffee, tea, spices, and | 
flavoring extracts we regard as within the meaning of | 


‘other provisions’.” 


“Whether Coffee Brought into Puerto Rico from the 


” 


United States Was ‘Imported’ 


A Puerto Rican statute provided as follows: “Every 
natural or artificial person who imports coffee into Puerto 
Rico . . . and who fails to pay the duties prescribed . . . 
shall be guilty of misdemeanor, and, upon conviction, 
shall be punished by a fine of not less than $100 nor 
more than $1,000 and three months in jail . . . for the first 
offense.” 

Several Internal Revenue agents seized in the house of 
Arturo Rodriguez Miranda 42 coffee bags, eight wooden 
coffee boxes and a quantity of coffee weighing in excess 
of 5,000 pounds, The bags and boxes were marked in 
such a manner as to show that the coffee had come from 
Brazil. The coffee merely had been transferred in New 
York Harbor from the ship in which it was transported 
from Brazil to a ship connecting with San Juan, Puerto 
Rico. Miranda told the revenue agents that he had im- 
ported the coffee and that that was his business. 

Miranda was convicted in the District Court for the 
Judicial District of San Juan of importing the coffee with- 
out paying an import duty of 15 cents per pound, in viola- 
tion of the statute, and sentenced to pay a fine of $100 and 
serve three months in jail. He appealed, and the Supreme 
Court of Puerto Rico upheld the decision of the court 
below. He thereupon again appealed. 

Miranda contended that the words “imports coffee,” 
as used in the statute, related only to coffee brought in 
from a foreign country and did not impose a duty on 
coffee grown in a foreign country which came into Puerto 
Rico from the United States. 

This contention was rejected by the United States 
Court of Appeals for the First Circuit, affirming the de- 
cision of the lower court. The United States Court of 
Appeals declared: “Inasmuch as coffee . . . came into the 
United States free of duty, a statute imposing a duty only 
on foreign grown coffee, but not on coffee brought into 
Puerto Rico from the United States would be futile, since 
foreign coffee could be brought into the United States 


free of duty and transshipped to Puerto Rico from the | 


United States without payment of duty.’’ The Court con- 
cluded that the coffee “was imported within the meaning 
of that word from a foreign country in Puerto Rico.” 


Blend revision announced 
for Veteran’s Administration 


Announcement has been made by the Veteran's Ad- 
ministration of the inclusion of two new blends in its 


next bid invitation for roasted coffee. Coffee scheduled 

for delivery to the administration's Somerville, N. / 
depot during January and February will consist of a blend | 
of 50 percent Colombian Excelso and 50 percent Santos | 
4’s or better and another blend of 60 percent Santos 4’s | 
or better and 40 percent Colombian Excelso. Balance | 
of the procurement for delivery to depots in Hines, IIl., | 
and Wilmington, Cal. will call for the administrations | 


usual blend of 60 percent Colombian Excelso and 40 per- 
cent Santos 4’s. 
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LEON ISRAEL & 
BROS., INC. 


COFFEE IMPORTERS 


NEW YORK 
101 FRONT STREET 


SAN FRANCISCO 
160 CALIFORNIA STREET 


NEW ORLEANS 
300 MAGAZINE STREET 


MEMBER OF 


NEA 


AGENTS FOR 


LEON ISRAEL AGRICOLA E 
EXPORTADORA S/A (BRAZIL) 


Coffee Planters @ Exporters 


Santos Rio De Janeiro 


Paranagua Angra Dos Reis 


Israel (London) Ltd. 


General Agents for Europe 


110 Cannon Street, London, E. C. 4, England 











PLOEN Dawn FOOoS 
Mud 


SHARON. PA 


A foil label is used by Golden Dawn Instant 
Coffee to draw consumer attention. The com- 
pany, located in Sharon, Pa., sells to over 250 
area stores, uses hang-tag to advertise station- 
ery premium. 


“Time and practices change . . . years ago the grocery 
manufacturers loaded and left. Today the story is dif- 
ferent—there seems to be no relationship between the 
past and present. Now, every brandmaker is far more con- 
cerned with getting his product off supermarket shelves. 
It isn’t the initial sale, but the profit that must be made 
on what was only recently called the ‘repeat sale’ . . . and 
now in the days of automated selling, becomes the ‘contin- 
uing sale’.” 


This apt quotation from Frank Cogan’s popular “SIG- 
NIFICANT FOOD NEWS” column in July's FOOD 
BUSINESS refers as much to the private brand instant 
manufacturer as it does to the so-called national brands. 
It is a fact that traditionally the private brand supplier 
“loaded ‘em and left’. Some still cling to this anti. 





About the Author... 


Jerry Olwell, Northeastern Sales Manager for Coffee 
Instants, Inc., has been selling food products since before 
World War II, u hen he clerked m Brooklyn A. G P. 
His later experience includes a stint with the 
Kroger Company, as sales director of a fruit processing 
company, and as marketing director of a dairy products 
In addition to his present duties with 
Coffee Instants he has been a college lecturer on market- 
ing subjects, and is well known as a speaker at trade 
conventions on this topic. 


stores. 


manufacturer. 





The ABC’s of Selling 


Private Label Instants 


quated practice. A few progressive marketing-minded 
P/L suppliers now prepare merchandising and selling 
tools for their customers, with all of the creativeness and 
professional know-how of the brand companies. (For 
after all isn’t the private brand as much a BRAND to both 
the consumer and grocery outlet as any national brand? 

Why are P/L suppliers involved in what appears to be 
an evolution to merchandising within the private brand 
business—involving not only instant coffee but other pro- 
ducts as well? Sy Mindel, Executive Vice President, 
Coffee Instants, Inc., gives this explanation. “The answer 
is the competitive struggle for increased sales and profits 
by the grocery outlets and the regional roasters. This 
fight has led manufacturers to examine whether the pri- 
vate brand is to be kept ‘private’ or whether it should 
not also fight for its rightful place on the grocer's 





TYPCiIAL OF the effective pro- 
motional efforts currently being 
used in trade circles is the Red 
and White tie-in shown at right. 
The Amity French Purse, redeem- 
able for gift certificates packed 
in instant coffee and instant tea, 
was reported as extremely effec- 
tive for the purpose. The jar's 
foil label helps to attract atten- 
tion, and an attractive display 
piece is available to Red and 
White warehouses for their use 
in distribution as in-store flyers. 
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shelves, proper facings, and proper sales and profits.” 
Forward thinking private brand suppliers are changing 
from their former tune of “load ’em and run” to a new 
jingle called ‘‘sell ‘em and follow the jars to the shelf 
and offer every possible assistance to move the product off 
the shelf.” 

What is involved in this new look in marketing P/L 
instants? From Don Quixote we learn: “Hombre aper- 
cibido, medio combatido (A man prepared has _half- 
fought the battle).” It is essential that the supplier have 
as much information and know-how in merchandising in- 
stant coffee as the grocery outlet itself. According to 
Gene Wood, former Kroger coffee buyer and merchandis- 
er, presently Sales Coordinator at Coffee Instants, Inc., 
“the manufacturer actually should have MORE informa- 
tion about his product category than the retail outlet.” 

From this know-how springs marketing and merchandis- 
ing plans which the grocery outlet and regional roaster 
welcomes. Since some 6,000-odd items are the grocer’s 
concern this new marketing-partner arrangement with 
the supplier takes some burden from the buyers and 
merchandisers. 

The first and most important phase of the overall P/L 
instant program is product quality. No longer shall pri- 
vate brands be considered as lesser in quality than 
other brands on the shelf. This is not the whim of 
either manufacturer or retailer. It is the dictum of the 
consumer. Results from a recent survey conducted by 
PRINTER’S INK magazine (“Why Consumers Hate To 
Shop” July 29, 1960) proves that Mrs. Homemaker is not 
interested in inferior quality, even at greatly reduced 
prices. Unfortunately some manufacturers and some retail 
buyers have felt that lower price and !ower quality would 
insure high turn-over. This thesis has been defeated. As 
Clyde Bedell, nationally famous advertising consultant ex- 
", . . people do not buy things . . . people buy 


plains, 
benefits. Selling is so weak and so little understood nowa- 
days that most merchants believe people buy to get 


things—and at low prices. Therefore a high percentage 
of retail (selling) is little more than a proffer of mer- 
chandise at cut prices.” 

Mr. Bedell, in his column in ADVERTISING AGE 


has stated unequivocally that price is secondary . . . never 


the first consideration in the consumers mind. 

At Coffee Instants, Inc., there is a firm realization that 
the final competitive battle will be won only with quality 
products—not just acceptable products. In our new plant 
27 special quality-control check points insure our custo- 
mers of the finest possible product. Complicated ma- 
chinery can fail—but it is not conceivable that any pro- 
duct under the rigid quality standards can be shipped. 

Accepting the fine quality of the product we now turn 
our attention to the selling of the product. Who was it 
that said “Even excellence must command attention!” 
Even the Cadillac automobile and the diamond industry 
back their top quality products with aggressive, progres- 
sive selling campaigns. Why? Because no consumer beats a 
path to your door uninvited! This involves labels, caps, 
cartons—and sizing. Coffee Instants, Inc. was the first 
instant coffee processor in this country to merchandise a 
size of instant coffee larger than the 6 oz. jar. Since 
that break-through in 1957 we have seen the 8 0z., 9 0z., 
10 oz., 12 oz., and even a new 16 oz. size for instant cof- 
fee. A continuing analysis of sizing viz. sales and profits 
is necessary. Kevin Donahoe, former Procter & Gamble 
merchandiser puts it this way, “manufacturers and buyers 
alike realize it is not up to them to set sizing policy .. . 
this is the consumers domain. We, in the trade, must not 
decide what is too large or too small a package. Mrs. 
Homemaker will tell us, (or haven’t you purchased a de- 
tergent packed in a ton-heavy bucket, or a skim milk 
powder package taller than your young children?)”. 

Is this move to larger sizes justified? Charles Rutten- 
berg, Partner, American Textile Co., Pittsburgh, stated in 
PACKAGING magazine recently: ‘Sizes of our packages 
are tending upward because of increased saleability.” 
John Granham, Package Development Engineer, Schering 
Corp., Bloomfield, N. J., says in the same report, “When 
a new drug in tablet form is introduced, it is packaged 
in 30's, 50's, or 100’s. After general acceptance 
the package size is increased to 1,000’s, and occasionally 
5,000's and 10,000’s.” If you think in terms of a 2 oz. 
or 6 oz. jar of instant coffee as being accepted the 10 oz., 
12 oz., and even 16 oz. sizes are bound to gain favor. 
Daniel Gainey, Lutz & Schramm, Inc., Pittsburgh told 
PACKAGING Magazine, “Product quantites are going 
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THE KIMBALL COMPANY, of 
Texas, a large regional whole- 
sale grocer operating from over 
40 distribution warehouses used 
the promotion shown to advan- 
tage. The rose premium offer, 
Profit-Prompter campaign, and 
other facets, which formed part 
of the promotion are outlined in 
the accompanying article. The 
company offers consumers in 
its distribution area Kimball's 
Instant Coffee, an Instant Tea, 
and a Decaffeinated Coffee. 
Coffee is offered in jars ranging 
upward to |2-ounces. 





HOEGH LINES 


LEIF HOEGH & CO. A/S OSLO 


Careful handling of 


your shipments 


REGULAR SAILINGS TO 


EAST CANADA, 
U. S. NORTH ATLANTIC 
AND GULF PORTS 
from 
SINGAPORE, PORT SWETTENHAM, BELAWAN, 
PENANG, COLOMBO, MALABAR and 
WEST COAST OF INDIA 


STEAMSHIP COMPANY, INC. 
General Agents 
Clegg Bidg., 51 Broad Street, New York 4, N. Y. 
Telephone: WHitehall 4-4450 
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An American Flag Freighter 
Every 10 Days 


from Buenaventura to 
Houston and New 
Orleans, Our regularly 
scheduled sailings, 
efficient cargo hand- 
ling and fast 

service can solve 
some of your 

green coffee 

inventory 

problems. 


GULF & 

SOUTH AMERICAN 
STEAMSHIP CO., INC. 
821 Gravier St. 

New Orleans 12, La. 
In other cities call 
Lykes or Grace 
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up! This is because customers are demanding more. 
They want products and packages that are larger in size. 
The customers feel that they are getting more for their 
money.’ And William H. Coulson, Jr., Vice President, 
Morehouse Foods, Inc., Los Angeles, in the same report 
on sizing, states “Product quantities on our packages are 
tending upward, Better economy can be offered the con- 
sumer with larger packages. With the increase in the 
size of families, the market for Jarger sizes is steadily on 
the up side.’” The trend is definitely to the large jars. 
This point cannot be over-emphasized since large sizes 
will contribute to instant coffee’s share of well over 50“ 
of all coffee tonnage (out of retail outlets) in the next 
few years. 

Now we have an excellent product in the proper size 
What about labels, caps and corrugated car- 
tons? The label is of paramount importance. Too often 
the “private label” looks both private and cheap. The 
private brand should appear every bit as attractive as the 
best looking jar on the shelf—better if possible. Our 
package design-production department, feels that by using 
ail of the advantages in graphic arts—half-tone reproduc- 
tion of coffee cups, and other illustrations, aluminum foil 
stock, metallic-looking materials for caps, improved illus-- 
trations on cartons, and so forth—that outstanding overall 
package design is easily available. 

Thus we now have the best product, attractively pro- 
fessionally packaged. To sell in volume it must be ag- 
gressively merchandised. Some grocery firms report 
that almost 50% of all their coffee tonnage is in instants. 
Of this high perecentage over 45% is in their own private 
brands. An even more impressive figure is the gross 
profit from these private brand percentages. Now this 
was not achieved by accident, nor can it be achieved by 
accident. It results from well-executed, well-planned mar- 


containers. 


keting programs. 

Coffee Instants, Inc., some years ago, inaugurated the 
first intergrated marketing programs for private brand 
instant coffee. The results were beyond expectations for 
both grocery outlets and regional roasters. The overall 
merchandising program includes consumer premium of- 
fers, cross-couponing (especially between the private brand 
instant coffee and a new P/L item, like a fast selling de- 
tergent) Profit-Prompter Programs (an exclusive Coffee 
Instants, Inc. bulletin program to store personnel), en- 
thusiasm-building sales meetings conducted by trained per- 
sonnel, shelf-fixturing programs to make sure the outlet 
takes advantage of opportunities to build sales through 
proper shelf positioning and displays, market research, 
complete customized point-of-sale material, and_ sales 
training. 

Admittedly a finer knowledge of the grocery operation 
and the regional roasters problems are necessary to ac- 
complish all this, finer than the traditional private label 
brand supplier had or has. Our policy has been to con- 
sider for employment those persons whose basic or pri- 
mary experience was obtained at the retail level. There is 
simply no substitute for this type of knowledge and ex- 
perience. How can a salesman-merchandiser assist a gro- 
cery outlet to sell private brand merchandise if he 
Flavor Fie 
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wouldn't know a grocery shelf if he tripped over it? The 
important sale is made at the shelf—nowhere else! 

Carl Sherrod, an authority in this business of moving 
food products from the grocery outlet to the consumer, 
states, “Today all private brand suppliers, and not just 
those in the instant coffee business, face the challenge of 
providing complete marketing and merchandising services 
to their customers to insure maximum movement off the 
shelves.” 

The challenge of quality will remain the primary con- 
sideration in the soluble coffee field. Dr. Wilbert Hey- 


man, Dean of instant coffee researchers, feels pleased | 


with the vast improvements made in the quality of soluble 


coffee over the past few years. He indicates that, “Cur- | 
rent and future research will provide continuing improve- | 
ments in the flavor, aroma—overall quality—of soluble | 
coffee and tea.” Now we tackle the second challenge—to | 
insure maximum sales and profits. To acomplish this the | 
retail outlet and regional roaster must have overall sales | 
plans. We feel they welcome the part the supplier plays 


in this new role of partner. 


Coffee/tea television ad 
budgets rise by 19 percent 


Coffee and tea companies continue to up their tele- 
vision advertising budgets to record levels, the Television 
Bureau of Advertising reported today. 

In the first six months of 1960, network and national 
and regional television gross time investments by coffee 
and tea companies were $27,220,905, compared with 
$22,795,977 in the like period of 1959, an increase of 
19%. Spot television gross time in the period for 1960 
was $21,016,820, according to TvB-Rorabaugh. Net- 


work gross time represented $6,204,085, TvB/LNA-BAR | 


figures showed. 

Coffee companies spent the great amount with network 
and spot TV gross time investments of $21,807,054 
while tea advertisers accounted for $5,413,851. 

Television usage by coffee and tea companies will con- 
tinue to move upward in 1960, TvB predicted. Follow- 
ing the successful example set by the Tea Council in us- 


ing television, the Pan American Coffee Bureau will use | 
both network and spot television this season for the first | 


time. 


Leading coffee advertiser on television in the first six 


months of 1960 was General Foods Corp. which spent 
$9,320,900 for network and spot gross time in behalf of 
Maxwell House, Sanka and Yuban coffees. Standard 


Brands, for Chase and Sanborn, invested $2,184,215, for | 
network and spot gross time while J. A. Folger & Co. | 
spot billings totalled $2,125,420. Hills Brothers was re- | 
ported as spending $354,000 on spot TV advertising dur- | 


ing the second quarter of 1960. 
Top tea advertiser on television was Lever Bros. for 


Lipton with gross time billings on network and spot tele- | 


vision for $2,001,726. Standard Brands for Tenderleaf 
invested $1,123,570 in gross time for network and spot 
television. 
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SUGAR EXCHANGE INC. 


NEW YORK COFFEE AND 
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NATIONAL COFFEE ASSOCIATION 


GREEN COFFEE ASSOCIATION 
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C.A.MACKEY 


and Company, Inc. 
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A review of recent notes of interest to the coffee trade 
compiled from both AMERICAN and OVERSEAS sources. 


® @ The early weather was quite good for the 1960- 
61 crop in Honduras. The coffee exporters of the 
Honduran Association of Coffee Exporters to im- 
prove the quality of Honduran coffees, establish unt- 
form types of coffees, and to act as a clearing house 
for export market and price information. 


The United States Department of Agriculture Foreign 
Agricultural Service’s second estimate of the 1960-61 
world coffee crop places total production at 68.9 mil- 
lion bags and exportable production at 55.5 million. 
This is about 15 percent below the record 1959-60 
crop, now estimated at a total of 78.1 million bags and 
a pone Oe LE eae. # ® Panama is expected to harvest a record 1960-61 
coffee crop of 80,000 bags, of which 35,000 bags will 
be exportable. At the present time only the highland 
crop (accounting for 55 percent of production) is eli- 
gible for price support. 


NORTH AMERICA: North America is now expected 
to have a total 1960-61 crop of 9.3 million bags, with 
7.2 million exportable. A crop of this size would be only 
slightly below 1959-60. 

SOUTH AMERICA: The total 1960-61 coffee crop 
for South America is now estimated at 43.5 million bags, 
of which 34 million will be exportable. On an exportable 
basis this is 25 percent below the record 1959-60 pro- 


# & The 1960-61 crop in Costa Rica is expected to be 
considerably above any previous years. In addition to 
favorable growing conditions this season, there has 


been an upward trend in prodiiction in recent years 
duction. 


due to improved management practices. All producing 
zones, with the exception of a small one north of 
Alajuela, report the crop to be in good condition. 


® ® Growing conditions in the Dominican Republic 
have generally been favorable, except for some dam- 
age during blossoming. Haiti is expected to have a 
considerably smaller 1960-61 crop as this is the ‘‘off- 
year’ in that country’s production cycle. 


® ® Prospects for the 1960-61 crop in El Salvador are 
for a slightly smaller crop than in 1959-60. Three- 
fourths of the El Salvador coffee crop comes from 
fincas of 85 acres or more having yields more than 
double those on smaller plantations. The Salvadoran 
Coffee Institute, which assists growers in improving 
crop technology, reports that many improvements can 
still be made 


# ® The 1960-61 crop in Guatemala will probably de- 
cline from 1959-60. Prolonged drought in some areas 
and late rains in coastal areas offset heavy blossoming 
and fruit fix for 1960-61 in other areas of Guatemala. 


# # A slight reduction in forecast for the 1960-61 
Mexican crop. The decrease was in the Coatepec-Huat- 
usco region of the state of Veracruz, where the freeze 
on February 13 followed by a prolonged drought dam- 
aged the crop. The decline in Veracruz is expected to 
be partiaily offset by increased production in other 
areas, primarily in the Soconusco region of Chiapas. 
The National Coffee Institute recently announced a 
program of credit to farmers to renew and improve 


their plantations. 


= ® Nicaragua is expected to have a total crop of 450,- 
000 in 1960-61, 400,000 bags of which will be ex- 
portable. Although this would be considerably above 
1959-60, coffee production in Nicaragua is increasing 
slowly, as yields per tree are relatively low. 


= 8 Brazil’s total 1960 production is now estimated 
at 33.0 million bags total and 25.0 million exportable. 
Some decline is expected for most of the producing 
states, with the large producing states of Parana and 
Sao Paulo expecting much lower crops. The condi- 
tion of the 1960-61 crop is reportedly spotty. A rela- 
tively low 1960-61 crop could result in a great majority 
of the trees building strength for future production. 


# ® Total 1960-61 coffee production for Colombia is 
estimated at 8.5 million bags, of which 7.6 million 
will be exportable. Rainfall has been above normal 
for the coming crop, but apparently has done little 
harm. Coffee production may continue slightly up- 
ward in Colombia, but is not expected to increase 
sharply. 

= ® Ecuador’s 1960-61 production is estimated at 575,- 
000 bags total and 450,000 bags exportable, as the up- 
ward trend continues. 


= ® Peru is expected to harvest 550,000 bags from 
the 1960-61 crop, of which 440,000 bags will be ex- 
portable. Of the Peruvian coffee harvested in 1960-61 
about 24 percent will be from the northern areas, 30 
percent from the central areas, 29 percent from the 
southern areas and 17 percent from the oriental de- 
partments, 


=® © Venezuelan coffee production for 1960-61 is ex- 
pected to total 800,000 bags, with an exportable pro- 
duction at 450,000 bags. 


AFRICA: The 1960-61 African coffee crop is now ex- 


pected to total 12.9 million bags, with 12.4 million ex- 
portable. This would be about 8 percent above 1959-60. 


# = In Angola coffee production for 1960-61 is fore- 
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cast at 1.9 million bags, a sharp increase over 1959-60. 
Conditions for the coming Angolan crop reportedly 
are excellent. 

® ® Coffee production in the Camerouns is expected 
to be up in 1960-61. Production is concentrated in 
the Bamileke, Bamoun, and Mungo regions. The total 
number of coffee growers increased from 8,500 in 
1951 to 17,500 in 1957. Most of the increase has 
been among the native cultivators; lack of labor has 
discouraged expansion of European plantations. Al- 
most 80 percent of the present production is Robusta. 


= ® French Equatorial Africa’s 1960-61 total produc- 
tion is estimated at 120,000 bags, with an exportable 
of 110,000 bags. Among the 4 Republics of Equatorial 
Africa the Republic of Centrafricaine is the only im- 
portant producer and exporter of coffee. This Repub- 
lic accounts for about 85 percent of the total produc- 


tion. 


® ® Total 1960-61 production for French West Africa 
is estimated at 2,950,000 bags, with exportable at 2,- 
900,000 bags. All of this production, except for about 
the 35,000 bags produced by Dahomey, is in the Ivory 
Coast. 


= ® Large crops are expected for Kenya, Uganda and 
Tanganyika in 1960-61. An expansion of producing 
acreage is accounting for much of the increase. The 
Kenya Coffee Board reports that Kenya’s coffee 
acreage under cultivation has increased by 10,000 
acres since 1957 while native cultivation has increased 
by 15,000 acres. The total area in coffee in Kenya 
is now said to be about 94,000 acres. 


® ® Prospects are good for a bumper crop in Tangan- 
yika. There have been increasing losses due to the 
coffee berry moth, especially in Moshi, but widespread 
irrigation on some estates will increase the non-African 
crop. The most notable increase in production has 
been Arusha District, where the African grown crop 
continues to increase. 


® ® Drought condition in Uganda prior to harvest 
are not expected to have a serious effect on the com- 
ing crop. Although there was a record crop in 1959- 
60, the lack of sun prevented drying and resulted in 
an excess of musty beans. 

® ® Coffee production in the Republic of the Congo 
has been on a sharp upward trend in the past few years. 
Total production is now estimated at 1,350,000 bags, 
of which 1,330,000 bags are exportable. The amount 
of coffee harvested, however, may be affected by in- 
ternal disturbances. The 1959-60 crop was picked and 
moved to central points for storage. Practically all 
of this crop was moved from the interior, and was 
in the hands of exporters by August 1960. 


# ® Weather condition in Ruanda-Urundi have been 
very good. Credit, however, has been hard to obtain 
recently and there has been a slowing down of the 
application of improved cultural practices. 


ASIA AND OCEANIA: Total coffee production for 
1960-61 in Asia and Oceania is now estimated at 3.2 mil- 
lion bags, of which 1.9 million is exportable. 

(Continued on page 36) | 
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The normal conception of a series of cog-wheels is 
that of a group of well-machined parts carefully 
intermeshed, each doing part of the job cut out for 
it by its engineers. 

In one sense, our employees may be likened to cogs, 
in that they all fit into a smoothly-operating organi- 
zation. But there the analogy stops—unlike regular 
cogs, they’re expected to think—to act differently 
when the situation arises while performing services 
for you—but to think and act as YOU would under 
the same circumstances, 


This type of thinking makes secure, satisfied custom- 
ers—and satisfied customers are not afraid to recom- 
mend us to others—even for “first time” jobs that 
are fraught with difficulties. 


S. JACKSON & SON, Inc. 


Shipping Representatives Since 1902 
P. O. Box 137, New Orleans 3, La. 


Every needed facility—plus common sense! 


AMERICA’S FAVORITES! 


Meet the famous Maxwell House 
leaders—first in sales in every coffee 
category! Leadership like this has 
made Maxwell House the most re- 
spected name in coffee. 
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# = The 1960-61 crops are larger in both India and 
| Indonesia. The expected record production of 850,000 
bags in India will be about 60 percent Arabica and 40 


"Thinking" Cogs | 


percent Robusta. Coffee tradesmen in India feel that 
the production target of 1,333,000 bags in 1965-66 is 
possible. 


® = Many new trees are coming into bearing in the 


| Philippines, with much of the new acreage in Min- 
| danao. Robusta production makes up about 70 percent 
| of the 425,000 bag estimate for 1960-61. 


# ® Thailand has been experimenting with coffee 
production in an effort to supply its own require- 
ments. A promotion program on coffee cultivation 


| has been in operation since 1954 and the area culti- 


vated has increased to 5,980 by 1959. Coffee special- 
ists have been brought to Thailand to explore growing 
and render technical assistance. It its 
planned to plant Robusta varieties in the central plains 


| and in the south, while Arabica varieties are to be 


planted in the north. Planted area may more than 


triple by 1963. 


Brazilian coffee reaches Chicago 


via St. Lawrence Seaway shipment 


A&P and Jewel Tea Co. had the lion’s share of a near- 
ly 10,000 bag cargo of Brazilian green coffee which ar- 
rived here October 24—the first Brazilian coffee arriving 
in Chicago via the St. Lawrence Seaway. 

A&P had 5,000 bags or 700,000 pounds, while Jewel 
had 2,150 bags or slightly over 300,000 pounds. Balance 


| of the shipment was split among several institutional 
| buyers. 


The shipment arrived aboard the Mormac Pride, a 
10,000 ton cargo-passenger vessel owned by Moore-Mc- 
The ship was on return passage after 


While this is the first Brazilian coffee to arrive in 
Chicago, Ethiopian, Sumatran and Indonesian coffee ar- 
rived here earlier this year aboard the freighter Capt. 
Lyras. The ship is operated by the Greek owned Orient 
Mid-East Great Lakes Service. 

A&P officials here said the order was handled by the 
food chain’s New York office. The coffee will be roasted 
at the company’s plant here, then distributed to some 600 
A&P supermarkets in the Chicago, St. Louis, Kansas City 


and Milwaukee units, 


Jewel Tea Co. officials said they are testing the cheaper 
all-water route to Chicago from South American ports. 
As compared with over-land shipment from New York or 
Newk Orleans, the Seaway passage, while longer, saves 
about one-half a cent a pound, Jewel officials said. 

Jewel will roast the coffee at its Barrington, Ill. plant, 
then distribute it to the nearly 275 Jewel and Esiner sub- 
sidiary supermarkets in four midwestern states. 
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“TEA’S in the NEWS” 





The 


15th annual convention of the Tea Association of 


the U. S., held last month in Hollywood, Fla., took 


on added importance as teamen geared for the re- 


surgence of tea in the American consumer's thinking . . . 


“the booming sixties 


and the tea industry” 


Teamen came to Hollywood, Fla., last month convinced 
that their particular commodity had all the attributes 
needed to insure an ever increasing consumption pattern 
on the part of the American public. They left the 15th 
annual convention of the Tea Association of the U. S. 
with the assured knowledge that the future did indeed 
look bright. 

Part of the enthusiasm generated was brought about 
by the able speakers assembled by John Anderson, execu- 
tive director of the Tea Council of the U. S. A. 

Take, as an example, the predictions of William S. Fish- 
man, president of the Automatic Merchandising Associa- 
tion. Here's what Fishman had to say on the subject. 


Tom Dannemiller and Pete Irwin indulge in 
a little pre-masquerade horseplay in ad- 
vance of the association's "Night on the 


Moon.” 
NOVEMBER, 


poses with his 
trappings.” 


1960 


George Wit, of National Tea Packing, and 
new vice president of the Tea Association, 
wife in 


nO 


“The future of tea through vending is very bright. 
We in the industry are very anxious to see tea sales 
promoted through vending. For example, I did some 
calculations based on the figures available and if tea were 
getting today its fair share of our market it should be 
doing $18-million a year retail through vendors, and I 
would guess that it’s not doing $2-million. Iced tea if 
it would have enjoyed it’s fair share of our current 
market for cold drinks, both carbonated and non-corbo- 
nated, should be transacting at least $35-million. 

“Furthermore, this is plus business. Tea, as you know 
better than I, is a product you can drink repeatedly. It 
does not satiate the consumer like coffee. 

(More) 


Bill Felton tries one on for size as Mr. and 
Mrs. Hull, of Old Judge Coffee 


essay some pertinent comments on head- 
dress. 


typical "moon 
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“The future is even brighter. Iced-drink machines offer 
a tremendous opportunity to sell tea, Now we can sell 
not just cold tea, which we could always do. Now we 
can sell tea with ice, freshly made at the drop of the coin. 
“Of the $18-million worth of potential hot tea business 
that there is in the country today, we operators are not 
getting more than $2-million. So there’s the challenge.” 
“Instant tea may counteract seasonal declines in sales 
of the beverage and make it a year ‘round drink accord- 





BF Members of the various consular staffs im attendance at 

the convention found themselves in the hands of the lau 

during their Florida visit. India's Roy, Ceylon’s Gunewar- 

dene and Peiris, who appeared on a local TV station in 

downtown Miami found an escort of state police waiting 

B it h fl t : on the completion of their video appearance. Riding be- 
ecallSé | as more avor 0 give hind this escort on their return to the Diplomat, in Holly- 
wood, the group were whisked to the hotel at a mere nine- 

ty-miles-an-hour. Presumably they can now qualify as the 


} 
I / record holders for this particular twenty-two mile trip over 
the course. 
Vu ° 


~~) ing to marketing specialist Burton V. LeVee, vice presi- 
dent of the A. C, Nielson Company. 

LeVee told his audience that advertising and promo- 
tion can play an important role in making instant tea ap- 
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For new INSTANT COFFEE just arrived from 


the Blue Mountains of Jamaica! 


The Coffee Company of Jamaica, Ltd. is 
producing a 100% pure INSTANT for the 
first time from the famous BLUE MOUNTAIN 


variety. 


The amazing degree of success and accept- 
ance BLUE MOUNTAIN’ INSTANT has 
achieved in Jamaica itself, where it has 
undergone a thorough testing, is the surest 
indication possible of its welcome into the 
rapidly expanding gourmet market in the 
United States. 


Distributors can expect all-out assistance 
and promotion all the way! 


LINDLEY G. PASKUS, PALANWICK ASSOCIATES, 
Suite 1438, Rockefeller Plaza, New York 20, N. Y., 
are the exclusive representatives for Jamaica's famous 


BLUE MOUNTAIN INSTANT in the United States. 


CONTACT US! Circle 5-8651 


pealing to new users as well as regular users all year 
round and not just in summer periods. 

“This new development has not only been timely but 
also provides the industry with a new product idea to 
sell—not so much to the regular users of packaged tea and 
tea bags, but to the rapidly increasing multitude of po- 
tential new users provided by our rapid population ex- 





BF Costume parties can be fun, and “The Night on the 
Moon” at the Tea Association's doings in Hollywood was 
no exception. Only complication being that the Flower 
Association of Florida, also in convention assembled, de- 
cided to hold their masquerade the same evening. Theme 
of the flower people get-together was a Aill-billy party. 
Just plain people staying at the Diplomat inevitably were 
jolted as they left their room for a quiet evening and found 
themselves in the same elevator with either a moon-tea-per- 
son, or a flower-moonshiner. 











pansion over the past ten years,” LeVee reported. 

He said that consumer demand for tea, based on the 
Nielson Food Index has shown a continuous year-by-year 
increase during the last decade with the exception of 
1954. 

“The tea industry,” LeVee said, “has held its position 
quite well against extremely strong competition in the 
beverage market, at least through 1959. The year 1960, 
however, casts some doubt on the future outlook and 
highlights the extreme vulnerability of the industry when 
seasonal circumstances are not entirely favorable.’ 

The Nielsen executive said tea bag sales continued to 
increase their share of the total tea business while pack- 
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aged tea displayed a major trend weakness for the com- 
modity in 1959. An accelerated rate loss, he continued, 
is indicated for 1960. 

Although the growing importance of instant teas has 
not been sufficient to offset a continuing decline for the 
packaged tea market, they have shown a significant sales 
increase in the last two years from a low base. They 
can be expected to contribute a larger volume in 1960, 


and eventually may help the industry to “make it summer 


all year,” LeVee concluded. 


The Tea Council of the U.S. unveiled its plans for | 


the upcoming 1961 season with the announcement that 
it would shift advertising emphasis from reliance on 
spot television to an accelerated November-March media 
campaign in top national publications. 





BF Those in attendance at any convention ma) usually be 
found gathered at a convenient refreshment spa in the 
period between morning business sessions and evening fes- 
tivities. At the Diplomat this was true too, but a good 
proportion of the thirsty teamen found palatable drinks of 
a non-alcoholic nature awaiting their pleasure. Reason for 
the refreshing switch was the presence at the convention of 
the industry's well known George Mitchell. 
upon himself to see that a variety of tea drinks were on tap 
for those in attendance, 
and a tea soda. 


might well make inroads among consumers who find coffee 
ice cream to their liking. 





program is designed to supplement and amplify the pro- 


motional activities of individual brand packers, and will | 


expend a total of $1,400,000 during the course of the 
campaign. 
to $1,200,000. 

Bulk of the advertising program in national publica- 
tions will be placed in Look, Life and The Saturday 
Evening Post. In addition eighteen major tea markets 
in the United States will feel the impact of the campaign 
through insertions in such wide-circulation newspapers 
as the Chicago Tribune, Detroit News, and the Cleve- 
land Plain Dealer, and the widely read magazine ‘The 
New Yorker’. As an indication of the encompassing 





BF The golfing fraternity was in fine fettle during the con- 
vention with the links doing a land office business. The 
ample sunshine turned most of the pale, northern tea-people, 


a pleasing brick red but being true golfers they managed | 


to play the game to the limit, Tom W. Kelly of the Tea 


the trophy for low gross, Don Thompson, ditto for low net. 





scope of the new campaign it is estimated that the eigh- | 
teen major markets contain some 44 percent of American 
families, and that their food outlay accounts for an ap- | 


proximate 53 percent of retail food sales. Robert Small- 
wood, chairman of the Council, indicated that the use of 


wide circulation magazines and newspapers will enable | 


coverage in depth of markets which were reached by last 
year's television spot advertising. 


This year’s campaign as outlined by spokesmen for | 
the Council's advertising agency, Leo Burnett Co., Inc., of | 


Chicago, will feature the use of the slogan ‘Tea Psyches 
You Up,” and will utilize the drawings of cartoonist 
William Steig. 
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The advertising | 


George took it | 
Included were a tea milk-shake, | 


And to top off one evening's meal tea ice 
cream was served, a product which with a little promotion | 


Last year's budget for this purpose amounted 
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sepa? é | is assured by removing all fats 
Association's legal firm, Breed, Abbott, and Morgan, took | 
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lowest prices 


fee is this: only full roasted 
sweet drinking coffees are used, 
in a full flavored and aromatic 
blend. It’s rich, heavy bodied, 
fragrant. Extra long flavor life 


Send for your sample today and 
see why East Coast Coffees out- 
sell other private brands, even 
those selling at much higher 
prices. Quality counts. 


601 West 26th St. 


New York 1, N. Y. 
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| a special show "The Far East—New Frontier”. 


The above was the scene as WTHS-TV, Miami's Channel 2, presented 
Pictured are, left 
to right, Ceylon's Peiris and Gunewardene, Bill Felton of Henry P. 
Thompson, India's Roy and Stracey. The program was presented to 
Florida viewers at mid-point in the convention doings of the Tea 
Association. 


“TEA’S in the NEWS” 


(Continued from page 39) 


John Anderson, executive director of the Tea Council, 
speaking of that group's activities in promoting tea pointed 
out the important plus factors which had been accomplished 
1960. ‘'First’’, Anderson stated, “every phase of the 
Council’s program is directed at the single objective of 
building favorable new attitudes for tea.” He then pro- 
ceeded outline detail the Council’s work in this 


in 


to in 


direction. 


Prime examples of promotional effort during the year 
included a continuing national advertising effort, the utili- 
zation of TV and radio spots, use of point-of-sale material 
which carried the Council's message into thousands of food 
stores, hot-and-iced tea promotional material, and the use 
of direct mail advertising. The institutional field was 
covered through the distribution of films and booklets to 
restaurant associations, colleges and universities, and public 
feeding chains, Anderson reported. And, he singled out 
the newly established Tea Center in New York City as a 
particularly potent force for multiplying the exposure of 
tea to the public. 

“Our big coup for 1961 is almost set’, Anderson said. 
“It will involve playing host at the Center to out-of-town 
ladies every Tuesday and Thursday afternoon who will stop 
by as part of a regularly scheduled Gray Line sight-seeing 
tour.’’ He summed up the broader aspects of tea’s future 
by pointing out, “We've got to survive and grow by main- 
taining as much exposure as possible, and it’s got to be 
exposure that gets tea talked about. Anywhere, everywhere, 
by anybody, by everybody, If we do that we'll positively 
find that pot of gold.” 





ASSOCIATION'S NEW PRESIDENT 

W. Gardner Barker, president of 
Thomas J]. Lipton is the new president 
of the Tea Association of the U.S.A. 
Barker had served as a vice president 
since November, 1959. Elected vice pres- 
ident of the organization was George N. 
Witt, sales manager of National Tea 
Packaging Co. Joseph F. Diziki, presi- 
dent of Carter, Macy Co. remains as 
treasurer. 
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The scene above took place as the members of the United Kingdom 
coffee bloc became members of the International Coffee Agreement. 





Shown, |. to r., are Joao Oliveira Santos, Secretary General of | 


the ICA; W. E. Taylor, Counselor, British Embassy, Washington; 


T. M. Loudon, Washington representative for British East Africa; | 


C. C. Spencer, Uganda; J. M. Hunter, Tanganyika; and R. S. Wollen, 
Tanganyika. 


International Coffee Agreement 
approves promotion fund payments 


The directors of the International Coffee Agreement 
have approved the promises of signatory countries to 
contribute to a promotion campaign and to pay for ad- 
ministration of the Agreement. The sum of 25 cents has 
been set for each 60-kilo-bag exported during the year 
October 1, 1959 to September 30, 1960. Payment is to 


be made by the signatories in U. S. money, convertible | 
currencies, or their equivalent in coffee. One third of | 
the promotional money is payable before December 31, | 
1960, one third by March 31, 1961, and the balance by | 
June 30, 1961. The Portuguese Overseas Provinces, | 
Cameroons, Central African Republic, Republic of the | 
Congo, Ivory Coast, Dahomey, France, Gabon, Malagasy, | 





Sa How to subvert a Russian... 
Last month a seaman on the vessel which 
brought Russia's Mr. “K” to this country jumped 
ship in New York. The reported reason, “they 
served coffee on board all the time. I like tea.” 





and Togo (as a group), and the United Kingdom, for | 


Kenya, Tanganyika, and Uganda, will contribute 15 cents, 
per bag, to the overall fund during the same period. 


To complete the work of coffee promotion, according | 
to the resolution, these countries (with the exception of | 


British East Africa, by virtue of the fact that its export 
quota includes shipments to the British Commonwealth) 
have promised to make additional contributions to organi- 
zations approved by the World Coffee Committee, based 
on purchases by Portugal and France. 

Finally, according to the resolution dated September 


16, the ten cents per bag contribution to the Pan Ameri- | 


can Coffee Bureau by its members is to be deducted for 
the period October 1, 1960/September 30, 1961, from 
their respective contributions, 

The National Coffee Association reports that indica- 
tions from an authoritative source are that the United 
States budget for promotional activities will run in excess 
of $4-million dollars during the forthcoming year. 
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- Wanted - 


For a new INSTANT Coffee from the fabled 
Caribbean . . . Exclusive DistripuTors! 


Famous BLueE Mountain so widely 
known and accepted as the finest by 
coffee men and gourmets throughout 
the United States is being produced 
as an INSTANT for the first time 
by the Coffee Company of Jamaica, 
Ltd. This 100% Jamaica INSTANT 
has not heretofore been available in 
this country. 

A few choice distributorships are 
still open. 

For further information _ please 
contact sole representatives for the 
United States... 


LINDLEY G. Paskus 
PALANWICK ASSOCIATES 
SUITE 1438 30 ROCKEFELLER PLAZA 
ClIrcle 5-8651 NEW YORK 20, N. Y 











American Can Company 
enters glass field 


American Can Company has entered the glass container 
manufacturing industry according to William C. Stolk, 
chairman and chief executive officer of Canco. Production 
in the first plant of a newly formed majority owned 
subsidiary, the American Wheaton Glass Corporation at 
Terre Haute, Ind., is scheduled to begin October 15th. 
A second plant at Minneapolis is expected to go into 
operation March 1. 

Mr. Stolk predicted the company would have six glass 
manufacturing operations in the next few years. He re- 
marked that Canco’s venture into the glass container field 
had been under study for two years. One consideration he 
said was the fact that glass containers, while differing in 
characteristics and often in function have a much lower 
raw material cost than packages made of metal, paper or 
plastics. He explained that raw materials constitute 18- 
20% of the cost of a glass container, 50-60% of a paper 
container and 65-70% of a tin can. 

“It seemed to us that having no plants or equipment for 
manufacturing glass containers, we should start out by 
creating the most modern facilities and machinery avail- 
able,” Mr. Stolk said. ‘What was not immediately avail- 
able was the glass manufacturing know-how. Our study 
indicated that if we could obtain such know-how by in- 
teresting one of the successful glass companies to join us 
in this venture our objectives would be more quickly 
realized.” 

“Our investigation revealed that the Wheaton family, 
which has been in the glass business for three quarters of 


a century, concentrating on the production of pharma- 
ceutical and cosmetic glass containers, and during that time 
established itself as the best in the industry, represented 
the type of associate we needed in manufacturing food and 
related glass containers.” 


Nestle unit purchases 
Cain’s Coffee Company 


Sales of the assets of Cain’s Coffee Co., pioneer Okla- 
homa City business firm, were announced last month. 
Signing of the contract with Unilac, Inc., Stamford, 
Conn., subsidiary of Nestle, was announced by William 
M. Cain, Sr., chairman of the board of Cain's. Unilac is 
the western hemisphere holding company of the world 
wide Nestle group. 

Cain's Coffee Company is ranked in the top ten among 
the nation’s coffee roasters with an estimated sales volume 
totalling $18-million. Included in the overall are 
the main plant in Oklahoma City, and two wholly owned 
subsidiaries—Cain’s Coffee Company of Texas, with head- 
quarters in Corpus Christi, and the Manhattan Coffee 
Company of St. Louis. The Texas firm, formerly Yar- 
borough Coffee Company was purchased in 1959, and 
Manhattan was acquired in July, 1958. 

Cain’s first move outside its own territory came in 
November, 1956, when it joined with other U. S. com- 
panies in organizing Tenco, Inc., for the blending, pack- 
aging, and distribution of instant coffee on a world wide 
basis. The firm indicates that no change in operation or 
management of Cain's or its subsidiaries is contemplated. 
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PROBAT COFFEE 
BEAN HANDLING SYSTEMS 
CUT COSTS 


After the dumping station, your roast- 
ing supervisor can control the accurate 
weighing and make-up of blends, de- 
livering them to the roasters — all by 
push buttons — on a tamper-proof 
control panel. 


Up to 13,500 Ibs. per hour can be 
weighed in 550 Ib. batches. Each batch 
is made up of your individually selected 
components. 


Similar blending scales are available for 
Roasted Coffee. 


PROBAT Airveyors are available in vari- 
ous hourly capacities from 2,600 to 
25,000 Ibs./hr. 





_ = nr “a , == A PROBAT coffee handling system can 


PROBAT Blending Scale at base of rectangular green coffee storage bins. be designed for your particular require- 


The operator is making up a special blend for a trial run (at the manual ments. 
selection panel) 


PROBAT EXPRESSO ROASTERS 

@ Solid Drum Construction — roaster is self-cleaning. 
Double wall prevents tipping and drum fires. 
Dual Heat Application — radiant and convected 
heat are balanced for the full development of 
aroma and flavor as well as uniformity of color. 
Aroma Control — a PROBAT device for locking-in 
the flavor and aroma. 
PROBAT-0-MATIC Control — Using internationally 
available components, our control panel automati- 
cally preheats, charges, controls flame and time 
of roast, chokes, quenches, discharges, cools, and 
stones. 


Avallable in six different sizes from one-half to 
four bags. ae 


PROBAT-WERKE  soun sherrman, Inc. 
152 West 42nd St., New York 36, N. Y. 


EMMERICH — WEST GERMANY Telephone Wisconsin 7-6649 
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famaica’s famous BLueE MouNtTAIN 


(: CoFFEE now being produced for the 
first time as an INSTANT is ready for 


distribution on the American market. 


We are seeking aggressive and enter- 


prising distributors in select areas all over 


the country. 


Tests of the new Briue Mountain 
INSTANT have been so successful in its 
own “hard-to-please” Jamaica that the 
American acceptance of this exciting new 
gourmet product is practically guaranteed. 


Write immediately for further information 
to the exclusive representatives for BLUE 
MountTAIN INSTANT COFFEE in the United 
States . 


LINDLEY G. Paskus, PALANWICK ASSOC. 
SUITE 1438 — 30 ROCKEFELLER PLAZA 
Circle 5-8651 NEW YORK 20, N. Y 

















evened 





FAIRCHILD & BOLTE 


120 WALL STREET NEW YORK 


Green Coffee 


AGENTS AND BROKERS 
REPRESENTING 
BRAZILIAN and MILD SHIPPERS 


Members: 


NATIONAL COFFEE ASSOCIATION 
GREEN COFFEE ASSN. OF N.Y.C. 
N.Y. COFFEE AND SUGAR EXCHANGE 


ere 


SUUUUUATEVON EASE PONTUTAL ENACT 


re 














| of 1960 as compared to 1959. 


| age in the past five years.” 


Canada’s Tea and Coffee Association 


| probes future at annual convention 


Members of the Tea and Coffee Association of Canada, 
meeting at Montebello, Quebec, in late September, were 
made increasingly aware of the bright future for the two 
commodities in a variety of speeches. Those attending 
the 13th annual convention of the organization heard 
from John F, McKiernan, president of the National Cof- 
fee Association; L. E. Gray, director of Brooke Bond, 
Ltd.; C. G. Lindsey, Pan American Coffee Bureau; Dr. 
H. R. Brinberg, American Can Co.; E. G. Laughery, 
president of the Coffee Brewing Institute; and Edward 
Aborn, president, Tenco, Inc. 

Commenting on ‘The Next Decade for Coffee’, Mr. 
McKiernan pointed out three areas in which Canadian 
coffeemen should channel their efforts. First, stated Mc- 
Kiernan, “you'll sell more coffee if you persuade con- 
sumers to use more. As you know the Coffee Brewing 
Institute’s recommended formula for good coffee includes 
a proportion of 40 to 45 cups of water to each pound of 
coffee. Suppose that you, through consumer education, 
persuaded your consumers to brew coffee at a rate of 55 
cups to the pound, How would that have affected your 
total volume? Well, during 1959 you would have sold 
32,157,201 more pounds of coffee to supply consumer 
demand.” McKiernan also pointed out to the Association 
members two other areas in which increased effort was 
indicated. These were through the medium of automatic 
merchandising, and to the all-important youth market. 

L. E. Gray of Brooke-Bond, discussing “The Next 
Decade for Tea’ admitted that he was a purist in the 
matter of tea. He stated, ‘I hate instant tea; I venture 
to predict that unless it is made much more like the real 
thing than it is now, it will not meet with general ac- 
ceptance as has instant coffee.” Those who compare in- 


| stant tea to instant coffee will no doubt tell us that its 


success could mean a much increased consumption. If 
that is so, there will not be enough tea to go round, but 
prices will rise and this will act as the stimulating and 
levelling factor. It is safe to underline my earlier find- 
ing, that there will be a steady increase in consumption 
over the next decade, with production keeping in step.” 
Edward Aborn, president of Tenco, pointed up the 
fact that, “Instant tea is closer to the fresh brewed pro- 
duct than anything yet developed in instant coffee; we've 


- | captured flavor and aroma in instant tea to a degree not 
= | yet achieved in instant coffee, and the important problem 


of color had been conquered.” Commenting on the in- 
creasing market gains for instant tea in Canada, Aborn 
reported, “One chain operating in Quebec and Ontario 
showed an increase of over 160 percent in the movement 
of tea from warehouse to stores in June, July and August 
Another Quebec based 
chain reports a 205 percent increase in movement in the 
But while 1959 figures covered only one brand, 
This is, I 


stores. 
1960 figures cover three brands, combined. 
think, very significant.” 

By 1970, annual coffee consumption in Canada should 
have risen to 200-million pounds, from an estimated cur- 
rent level of 125-million pounds, according to Dr. H. R. 
Brinberg, economist for the American Can Company. 
Brinberg told the assembled convention that, “coffee had 
displaced tea in the Dominion as Canada’s national bever- 
He added that the impact 
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of increased income for Canadians, coupled with the 
sharpest population gains among the heaviest consumers 
of coffee (the 30-49 year age group), was credited for 
the sharp rise in usage. 

Brinberg further stated that while the bag is still the pre- 
dominant packaging material for coffee in the whole of 
Canada, 27 percent of households buying coffee get it in 
cans. 

The economist pointed out that the proportion of 
households purchasing regular coffee in cans is highest in 
Eastern Canada, the percentage ranging from 66 percent 
in the Maritimes to 39 percent in Quebec and 24 percent 
in Ontario. Dr. Brinberg added that food purchases in 
Canada have been more and more influenced by quality 
and convenience. 

A. A. Duncanson, director of sales, Thomas J. Lipton 
Ltd., Toronto, was elected president of the Association. 
He succeeds R. W. Davis, vice-president, Brooke Bond 
Canada Ltd., Montreal. 

Also elected as vice-presidents were Arthur Irish, coffee 
broker, Vancouver; D. G. Dodds, Winnipeg; R. J. Mac- 
dougall, tea buyer and blender, Salada-Shirriff-Horsey 
Ltd., Montreal; A. M. Vickers, sales manager, G. E. Bar- 
bour Company, Saint John, N.B. 

The following directors were elected: C. A. M. Cooke, 
tea expert, Nabob Foods Ltd., S. G. Hewitt, E. J. King, 
W. H. Malkins Co. Ltd... H. D. MacWilliam, branch 
manager, Brooke Bond Canada Ltd., all of Vancouver; 
V. W. R. Hudson, W. T. Kennedy, director, Brooke 
Bond Canada Ltd., H. L. MacKinnon, president, H. L. 
MacKinnon Ltd., Ed. Rangno, all of Winnipeg; J. A. 
Fairley, manager, Club Coffee Company, A. F. Loveys, 
vice-president, General Foods Ltd., W. L. Scandrett, presi- 
dent, Hayter & Scandrett Ltd., J. P. Wolff, president, 
Nestle (Canada) Ltd., all of Toronto; H. S. Lewis, Hal- 
ford-Lewis Ltd., A. E. Nixon, product manager, Standard 
Brands Ltd., A. L. Porter, director, Brooke Bond Canada 
Ltd., D. Williams, manager, National House Coffee Ltd., 
all of Montreal; and Donald M. Smith, president, J. E. 
Morse and Company, of Halifax. 


Coffee Brewing Institute 


slates first coffee workshop 

The opening session of the CBI Coffee Workshop, 
which last month announced a course in applied coffee 
brewing techniques for members of the coffee trade and 
allied industries, was held at the headquarters of The Cof- 
fee Brewing Institute, Inc., Nov. 1st according to an an- 
nouncement by E. G. Laughery, president. 

The first class will be made up of members of the sales 
staff of W. Wirt Wickes and Son, New York roaster of 
No. 10 Gouverneur Lane. Mr. Wickes, president of the 
Wickes Company, is a former chairman of the board of 
The Coffee Brewing Institute, and current chairman of the 
Hotel and Restaurant Committee, of the National Coffee 
Association, which recently held a luncheon for visiting 
CBI field representatives and staff, as well as inspecting the 
coffee workshop. 

Applications for classes to be held during the balance 
of this year and 1961 are now being processed. Further 
information regarding the CBI Coffee Workshop, and 
scheduling arrangements can be obtained by writing to The 
Coffee Brewing Institute, Inc., 120 Wall Street, New York 
5,N; ¥. 
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Tea Pickings 





A review of recent notes of interest to the tea trade com- 


piled from both AMERICAN and OVERSEAS sources. 


| #@ #® A prosperous and expanding 


future can be expected for Argen- 
tina’s tea growing industry. The 


| overall investment of $15-million is 


foreseen by J. F. Couwenberg, who 


| has just completed an 18-month as- 
| signment from the F.A.O. to help 


the government of Argentina in im- 
proving the efficiency of her tea in- 
dustry. As of this writing the in- 
dustry is concentrated in inland 
states bordering on Paraguay which 
was one of the first of the South 
American countries to grow tea. 
Present production is reported to 
amount to some 4,500 tons of which 
2,000 are exportable. According to 
Mr. Couwenberg production should 
reach 10,000 tons annually within a 
As part of the 
overall plan to improve growing and 
local agricultural 
government agency has set up small 
experimental gardens and a_ pilot 
plant for processing the tea. A new 


factory, said to be the most modern 


in the world is being built and will 
come into operation this fall. 


# ® Indian tea exports to the United 
Kingdom during the first six months 
of 1960 rose by over five-million 
pounds over the comparable period 
in 1959. According to the Planters 
Journal and Agriculturist, of Calcut- 
ta, shipments during the six month 


period of 1960 amounted to 109,021,- 


000 pounds, the figure in 1959 being 
103,085,000 pounds. The paper also 


| comments on the increasing impact 


of the Chinese tea export drive in 
world markets. In 1949 exports 
from that country are reported as 
amounting to 17-million pounds; by 
1955 they had risen to 55-million 
pounds and by 1958 total exports 
were shown from mainland China as 
amounting to 99-million pounds. 
Figures for more recent years are as 
yet unobtainable but the probability 
is that exports have continued to rise 
appreciably in the past several years. 


# ® A report dated September 19 
by the American consul in Colombo, 
Ceylon, indicates that if that coun- 
trys Ten-Year Plan target to replant 
nearly 50,000 acres in the 1959-60 
period can be met, the annual in- 
crease in tea production is estimated 
in the vicinity of 75-million pounds, 
about one-fifth of present produc- 
tion, and the increase in small hold- 
ing production by the rehabilitation 
of 60,000 acres is estimated at about 
12-million pounds. At the present 
rate of progress the fulfillment of 
the plan will take far longer than 
ten years. Applications for replant- 
ing in 1960, filed at the end of 1959, 
covered only 1,667 acres, a little more 
than a third of those received for 
1959. Large estate owners complain 
that the government subsidy per acre 
covers only half the cost of actual 
replanting. The main deterrent, how- 
ever, to the replanting program by 
the large estate owners has been the 
uncertainty as to their future status 
prevailing during the past year. 


“WILL YOU STOP FOLLOWING EVERYWHERE | GO." 


COFFEE & TEA 


INDUSTRIES 


and The Flavor Fiela 





Heyman Process Corporation 


announces tea concentrate 


Heyman Process Corp. of Long 
Island City has announced discovery 
of what is termed as a radically new 
tea concentrate process which makes it 
possible to ship liquid tea concentrate 
without refrigeration or danger of 
spoilage. According to the inventor, 
Dr. Wilbert Heyman, vice president 
and research director of the corpor- 
ation, the new concentrate is suitable 


for preparing carbonated tea bever- 
ages, or for hot or iced tea. 

Restaurants may use the concen- 
trate to prepare iced tea simply by 
adding ice and cold water Vending 
machine operators will be able to 
dispense either hot or iced tea simply 
by dispensing 3 ccs of the concen- 
trate and adding water. According to 
Heyman the new concentrate has a 
richer aroma and flavor than tea which 
is prepared first with hot water and 
then cooled for iced tea. 
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PRIMER 
FOR 
COFFEEMEN 


. that’s the best descrip- 
tion of “The Coffeeman’s 
Manual.” 


To newcomers in the coffee 
business it is meant to provide 
a sufficient background of 
knowledge for intelligent un- 
derstanding of the entire 
field. 


To coffee salesmen it will 
provide new avenues of ap- 
proach to their competitive 
problems—and a sure basis of 
up to-date information with 
which to combat unsound 


claims, and unreasonable com- 
plaints from their clients. 


To retail dealers and their 
sales people it provides a 
brief and simple hand book 
from which to cull sales ap- 
peals and advertising ideas 
for the most important profit 
item in the grocery field. 


Small in size, large in con- 
tent, “The Coffeeman’s Man- 
ual’” answers the questions 
that you want to clarify. 

Included are such areas as 
aroma tests, brewing grinds, - 
flavor testing, cleaning and 
cooling techniques, roasting 
procedures, laboratory equip- 
ment, in short the necessary 
requirements to a working 
knowledge of how to meet 
the problems of the coffee- 
man’s working day. 

“The Coffeeman’s Manual” 
is available at $2.50 per copy. 
To be sure that yours is on 
hand when needed write .. . 


COFFEE AND TEA 


INDUSTRIES 
106 WATER STREET 
NEW YORK 5, WN. Y. 
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“ADVANCES IN COFFEE PRODUCTION TECHNOLOGY” 








Late in 1958, Coffee and Tea Industries, 
offered its readers a publication of significant in- 
terest to the trade, “Advances in Coffee Produc- 
tion Technology”. The publication was then, and 
is today, a compendium of useful information to 
the grower of coffee. 


The material contained in “Advances in 
Coffee Production Technology” first appeared in 
the special November, 1958, issue of Coffee and 
Tea Industries, and immediately became one of 
the most widely sought after issues to appear in 
this industry. 


“Advances in Coffee Production Technology” 
is a worldwide summary of coffee research. It out- 
lines existing knowledge and shows the direction 
of efforts to extend that knowledge. Top coffee 
scientists cooperated in preparing the material 
and consider it an important working tool. 


For coffee growers, shippers, their organiza- 
tions and governments, the book puts between 
two covers material affecting many immediate and 
long range aspects of coffee growing. 


For importers and roasters in consuming 
countries, “Advances in Coffee Production Tech- 
nology” holds clues to the future of the product 
on which their business is based. 


For libraries and research organizations, it is 
an important source of information on a vital 


commodity. 


There are on hand a limited number of copies 
of “Advances in Coffee Production Technology” 
which are offered at the original pre-publication 
price of $2.50 per single copy. Orders for copies 
in excess of five may be had at an additional dis- 





TABLE OF CONTENTS 


Introduction 


Recent advances in our knowledge of coffee 
trees: 

1. Physiology 

2. Genetics 

3. Cytology 

4. Anatomy 


The supply of better planting material 
1. Arabicas 
2. Canephoras (Robustas) 
3. Asexual propogation of coffee 


Mineral nutrition 
1. High fertilizer applications and 
their effects on coffee yields 
2. Detection and control of minor 
element deficiences 


Better control of water supply 
for coffee production 


The sun-hedge system of coffee growing 
The mechanization of cultural operations 
Soil conservation on coffee plantations 
Chemical weed control in coffee 


Recent spraying for control 
of coffee diseases 


Selection of coffee types 
resistant to the Hemileia leaf rust 


Biological control of insect pests in coffee 


Factors affecting the inherent quality 
of green coffee 


Conclusions 





count of 10 percent. 


Coffee and Tea Industries WMMIP™ | correc & TEA INDUSTRIES (formerly The Spice Mill) 
suggests that orders for 106 Water Street, New York 5, N. Y. 


"Advances in Coffee Pro- 
duction Technology” be 
placed immediately. No 
plans have been made for 
a second printing of this 
publication and only a 
limited number of copies 
are on hand. 





$2.50 each. 


Name .... 


Address . 


ey es ee ee 


COFFEE 


Attached find $ copies of “Advances 
in Coffee Production Technology" at the special price of 


& TEA INDUSTRIES and The Flavor Field 

















A, L. Ransonorr Co., Inc. C. T. KONTOS & C0. | 


GQ | COFFEE BROKERS 
offee | yore 
NEW YORK IMPORT AGENTS 


“RANWILLIG” 108 Front Street 79 Wall Street New York 5, N. Y. 


























BOwling Green 9-6549 


JAMES A. ALEXANDER = 
COFFEE BROKER Edward P. McCauley & Co., Inc. 


90 FRONT STREET NEW YORK 5, N. Y. 




















Get your COLOMBIANS COFFEE 


One Jones Lane New York 5, N. Y. 


BALZACBRO | Cable Address: CAULCAFE 


Shortest Route from Growers 


Balzac Bros. & Company, Inc. | | Jaupe W. PHYFE & CO, INC. 


Coffee Brokers and Agents 
H. L. C. BENDIKS, INC. 
Representing leading shippers 
NEW YORK in all producing countries 


89 Front Street 


SAN FRANCISCO NEW ORLEANS 98 Front St., New York 5, N. Y. 
40 California St. 225 Magazine St. | | Cate: Aaereete: Pipes 5S ¥ 


IMPORTERS - JOBBERS 
COFFEE - TEA 
























































J. N. SOARES CO. 


110 FRONT ST. NEW YORK 5, N. Y. 
Wm. Hosmer Bennett & Son wirglephone: a oii osoateS NES on 
ent for Angolan Shippers 
Coffee Agents and Brokers MEMBER: GREEN COFFEE ast OF New ORK CITY, INC. 


NATIONAL COFFEE ASSOCIATION 
see Soset NEW YORK, 5 
o) 


"Laticlave" 


S. A. GLASBERG CO. | 
ABYSSINIANS — ANGOLAS — BELGIAN CONGOS ERNEST SINGHOFEN & Co., INC. 


IVORY COAST — MADAGASCARS — UGANDAS 
Cables: Cafruki, New York 
125 Broad Street New York 4, N. Y. C 6 f f 7 


REAMER, TURNER & CO. 
COFFEE NEW YORK 
Brokers and Import Agents TEL: WHITEHALL 4-8182 109 FRONT STREET 


104 FRONT ST. NEW YORK 
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A SUMMARY OF INWARD-BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


ABBREVIATIONS FOR LINES 


Ahl Trans Car—Ahimann Trans Caribbean Line 
Alcoa—Alcoa Steamship Co. 
Af-Pac—African Pacific Line 
Am-Exp—American Export Lines 
Am-Pres—American President Lines 
Am-Rep—American Republics Line 
Am-W Afr—American-West African Line 
B-Afr—Belgian African Line 
Barb-Wn—Barber Wilhelmsen Line 
Barb-Frn—Barber-Fern Line 

Barb-W Afr—Barber-West African Line 
Baron—Baron lino Line 

BI-Dia—Black Diamond Steamship Co. 
Bl-Star—Black Star Line Ltd 
Brodin—Brodin Line 

Carib—Caribbean Central American Line 


Hansa—Hansa Line 

Hoegh—Hoegh Lines 
Hol-Pan—Holland-Pan-American Line 
Independence—Independence Line 
Isthmian—Isthmian Lines, Inc. 
JavPac—Java Pacific Line 

K Line—Kawasaki Kisen Kaisha, Ltd. 
Lawes—Lawes Shipping Co., Inc. 
Lloyd—Lloyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 
Mam—Mamenic Line 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 
O-M-E—Orient Mid-East Lines 


ABBREVIATIONS FOR PORTS 


At—Atlantic ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christi 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf—Gulf Ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
Jx—Jacksonville 
LA—Los Angeles 
Mo—Mobile 


Ml—Montreal 
NO—New Orleans 
NY—New York 
NN—Newport News 
Nf—Norfolk 
Pa—Philadelphia 
Po—Portland 
PS—Puget Sound 
Sa—Savannah 
$D—San Diego 
SF—San Francisco 
Se—Seattle 

St Jo—Saint John 
Ta—Tacoma 
Va—Vancouver 


PacFar—Pacific Far East Line, Inc. 
Pac-Rep—Pacific Republics Line 
PacTrans—Pacific Transport Lines, Inc 
Pioneer—American Pioneer Line 
PTL—Pacific Transport Lines, Inc. 

R Neth—Roya! Netherland Steamship Co. 
Robin—Robin Line 

Scindia—Scindia Steam Navigation Co., Ltd. 
SCross—-Southern Cross Line 
Sev-Stars—Seven Stars (Africa) Line 
Swed-Am——Swedish American Line 
Torm—Torm Lines 

UFruit—United Fruit Co. 
Wes-Lar—Westfa! Larsen Co. Line 
Yamashita—Yamashita Line 


Col—Columbus Line 

Coldemar—Coldemar Line 
Cubamex—Cubamex Line 
Cunard—Brocklebanks’ Cunard Service 
Daido—Daido Line 

Delta—Delta Line 

Dodero—Dodero Lines 

Eld-Dem—Elder Dempster Lines 
Ell-Buck—Ellerman & Bucknell $.S. Co 
Farrell—Farrel! Lines 

Grace—Grace Line 
Granco—Grancolombiana (New York), Inc. 
Gulf—Gulf & South American Steamship Co., Inc. 
GWA—Gulf West Africa Line 
Hellenic—Hellenic Lines Ltd. 


Ports and dates are subject to change, should exigencies require. Moreover, lines may scnedule sailings not shown in this schedule. 
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More African coffee than ever is being imported by 

the U. S. And more of it, too, is being carried by Farrell 
Liners—pioneer in the development of American- 
African trade. The Farrell fleet, boasting 14 fast liners, 
is uniquely experienced to handle coffee cargo— 

from its special loading and stowing 

system, to scientific ventilation and control, 

to frequent at-sea inspection. In the increasing 
two-way American-African trade, 

cargo on the go goes Farrell—the 

only regularly-scheduled line 

linking America with all three 

African ocean coasts. 





\ \ 
EAST AFRICA 


i: 
/ 
SOUTH AFRICA \ ~ o/ 


FARRELL LINES 


INCORPORATED 


| 
’ A major fleet under the American 
Flag, developing African trade 
s exclusively for over 35 years. 


a 
woe 


26 Beaver Street 
New York 4, N.Y. 
Whitehall 4-7460 


*African coffee imports by the U. S. 
amounted to $120 million in 1959— 
as compared to only $9 million in 1948. 
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ship sailings 





LATIN AMERICA 





ARGENTINA 12/3 Ferngrove USA12/15 
12/8 Del Viento N012/26 Hol2/30 


Buenos Aires 12/22 Del Sol NO1/11 Hol/18 

11/27 Rio Jachal Arg-State NY12/15 

12/18 Rio Tunuyan Arg-State NY1/5 Paranagua 

1/1 Rio de La Plata Arg-State NY1/19 > 

1/15 Rio Jachal Arg-State NY2/2 11/11 Nyland Brodin Ball/30 Nf11/30 NY12/2 aaa 
11/11 Fo'ga Nopal NO11/28 Hol2/1 

BRAZIL 11/14 Mormactide Am-Rep NY12/2 Bol2/5 Bal2/7 Pal2/8 
11/16 Mormaciand Pac- Rep Val2/11 S$el2/13 YA12/13  Pol2/15 


Angra dos Reis SF12/16 
11/17 Cuba Lloyd NY12/7 


11/11 Mormacmail Am- Rep Jx11/20 NY11/25 Boll/27 Pall/2S 11/18 Del Mundo Delta N012/9 Hol2/13 
Ball/30 11/19 Mormacpine Am- Rep Jx12/7 Bal2/11 Pal2/13 NY12/14 Bol2/17 
11/14 Nyland Brodin Ball/30 Nfl1/30 NY12/2 Pal2/4 Bol2/6 Hal2/19 
Mi12/11 11/19 Progress Nopal N012/6 Ho0l12/9 
11/14 Foiga Nopal NO11/28 Hol2/1 11/21 Bolivia Lloyd N012/9 Hol2/16 
11/16 Siranger Wes-Lar LA12/13. SF12/16 Pol2/22 $el2/24 11/22 Mormacsea Am-Rep NY12/12  Bol2/15 Pal2/17  Bal2/19 
Val2/26 Nf12/20 
11/18 Mormactide Am- Rep NY12/2 Bol2/5 Bal2/7 Pal2/8 11/24 Lia Brodin Bal2/13 Nf12/13 NY12/15 Pal2/17 
11/21 Del Mundo Deita N0O12/9 Hol2/13 Bol2/19 Ml12/24 
11/22 Tana Am-WAfr USA12/15 11/27 Domingos Lloyd NY12/16 
11/22 Afr Sun Farrell NY12/9 11/28 Express Nopal NO12/15 Hol2/18 
11/23 Progress Nopal N012/6 Hol2/9 11/28 Del Mar Delta N012/14 Hol2/21 
11/23 Mormacpine Am-Rep Jx12/7 Bal2/11 Pal2/13 NY12/14 Bol2/17 11/28 Mormacfir Am- Rep NY12/17.  Bol2/20 Pal2/22 Bal2/24 
Hal2/19 11/30 Mormacstar Am-Rep Jx11/20. =NY11/24 ~=—Boll/27_~—s— Pall /29 
11/25 Mormacsea Am- Rep NY12/12 Bol2/15 Pal2/17  8Bal2/19 Bal1/30 
Nf12/20 11/30 Mormacrey Pac- Rep LAl12/27 SF12/30 Val/S Sel/10 Pol/12 
11/27 Lia Brodin Bal2/13 Nf12/13 NY12/15 Pal2/17 12/5 Del Viento Delta N012/26 Hol2/30 
Bol2/19 NY12/24 12/7 Guatemala Lloyd NY12/27 
12/1 Mormacfir Am- Rep NY12/17 Bol2/20 Pal2/22 Bal2/24 12/12 Del Norte Delta NO12/28 Hol/4 
2/2 ‘Express Nopal N012/15 Hol2/18 12/14 Mormacgulf Pac- Rep LAl1/10 SF1/13 Val/22 Sel/24 Pol/26 








DIRECT EXPRESS CARGO SERVICE 


on regular dependable schedules to: Mediterranean ¢ Portugal * Spain ¢ N. Africa 


Adriatic Sea ¢ Black Sea * Red Sea ¢ India AMERICAN EXPORT LINES 
—————————————— 


Pakistan ¢ Ceylon e¢ Burma 





39 Broadway, New York 6, N.Y. 
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Paranagua (Continued) Mormacfir Am- Rep NY12/27 Bol2/20 Pal2/22 Bal2/24 
Express Nopal N0O12/15 Hol2/18 

12/17 Brasil Deita NY1/5 / Mormacgulf Pac-Rep LA1/13 SF1/13 Val/22 Sel/24 Pol/26 

12/19 Del Sol Delta NO1/10 Hol/16 Del Viento Delta N012/28 Hol2/30 

12/21 Panama Lloyd NO1/8 Hol/13 Guatemala Lloyd NY12/27 

12/26 Del Sud Delta NO1/11 Hol/18 Del Norte Delta NO12/28 Hol/4 


12/27 Haiti Lloyd NY1/18 Brasil Lloyd NY1/5 
Del Sol Delta NO1/10 Hol/16 
° P Panama Lloyd NO1/8 Hol/13 
Rio de Janeiro 2/29 Del Sud Delta NO1/11 Hol/18 
Haiti Lioyd NY1/18 
~ no once ae i — camel Rio de La Plata Arg-State NY1/19 
ll Mormacmail SF12/16 
ll Mormaciand Am-Rep NY11/25 Boll/27 Pall/29 Ball/30 Santos 
Pac- Rep Val2/11 $el2/13. —-LA12/13_—s Pol2/15 
ll Folga Nopal N0O11/28 Hol2/1 11/10 Mormacmail Am- Rep NY11/25 Boll/27 Ball/29 Pall/30 
Nyland Brodin Ball/30 Nfl1/30 NY12/2 Pal2/4 Bol2/6 11/12 Mormacyork Am- Rep NY11/26 Boll/29 Nf12/1 Bal2/2 Pal2/4 
M112/11 11/12 Folga Nopal NO11/28 Hol2/1 


Mormactide Am-Rep NY12/2 Bol2/5 Bal2/7 Pal2/8 11/13 Nyland Brodin Ball/30 Nfl1/30 NY12/2 Pal2/4 Bol2/6 
M112/11 


Cuba Lhoyd NY12/7 
Del Mundo Delta N012/9 Hol2/13 11/15 Mormacland Pac-Rep Val2/11 $el2/13 LA12/13 Pol2/15 
SF12/16 


Mormacrey Pac- Rep LA12/27 SF12/30 Val/8 Sel/10 Pol/12 
Progress Nopal N012/6 Hol2/9 11/17 Mormactide Am- Rep NY12/2 Bol2/5 Bal2/7 Pal2/8 
Mormacpine Am-Rep Jx12/7 Bal2/11 Pal2/13 NY12/14 11/19 Cuba Lloyd NY12/7 
Bol2/17 Hal2/19 11/20 Dei Mundo Delta N012/9 Hol2/13 
Bolivia Lloyd NY12/9 Hol12/16 11/21 Progress Nopal N0O12/6 Hol2/9 
Mormacsea Am- Rep NY12/12 Bol2/15 Pal2/17 Bal2/19 11/23 Bolivia Lloyd N012/9 Hol2/16 
Nf12/20 11/24 Mormacsea Am- Rep NY12/12 Bol2/15 Pal2/17 Bal2/19 
Lia Brodin Bal2/13 Nf12/13 NY12/15 Pal2/17 Nf12/20 
Bol2/19 MI12/24 11/26 Lia Brodin Bal2/13 Nf12/13 NY12/15 Pal2/17 
Bal2/19 MI12/24 
11/28 Mormacrey Pac-Rep LAl11/27 SF12/30 Val/8 Sel/10 Pol/12 
Lloyd NY12/16 


Domingos Lloyd NY12/16 
Rio Jachal Arg-State NY12/15 
Del Mar Delta NO012/14 Hol2/21 11/29 Domingos 





RLIOPAMS 


THE NORTHERN PAN-AMERICA LINE A/S 


Serving The 


BRAZIL/U.S. GULF COFFEE TRADE 


With modern, large 18 knot vessels making 3 monthly sailings 
from Brazilian coffee ports to New Orleans and Houston. 


General Agents 
Oivind Lorentzen, Inc. 
New York 6, N. Y. 
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ship sailings 





Express NO12/15 Hol2/18 11/18 Cd de Barranquilla Granco Ball/24 Pall/25 NY11/27 
Del Mar NO12/14 Hol2/21 11/21 Santa Margarita Grace NY11/28 
Mormacfir NY12/17 Bol2/20 Pal2/22 Bal2/24 11/25 Merchant Gulf Hol2/2 N012/6 
Del Viento N012/26 Hol2/30 12/4 Santa Fe Grace LA12/18 SF12/20 Po0l2/24 Sel2/26 
Guatemala NY12/27 12/6 ‘Trader Gulf Hol2/13 N0O12/17 
Mormacguif LA1/10 SF1/13 Val/22 Sel/24 12/21 Santa Anita Grace LA1/5 SF1/7 Sel/12 Pol/16 
Del Norte N012/28 Hol/4 
Brasil NY1/5 
Del Sol NO1/10 Hol/16 ECUADOR 
Panama NO1/8 Hol/13 J 
Del Sud NO1/11 Hol/18 Guayaquil 
ae noree 11/12 Santa Catalina Grace NY11/21 Ball1/24 Pall/29 
; 11/14 City de Granco Ball/24 Pall/25 NY11/27 
Barranquilla 
Victoria 11/18 Santa Margarita Grace NY11/28 
11/20 Santa Rita Grace NY11/30 Bal2/2 Pal2/6 


11/15 Folga NO11/28 Hol2/1 
11/24 Del Mundo N012/9 Hol2/13 
11/26 Bolivia N012/9 Hol2/16 CUBA 
12/11 Del Viento N012/26 Hol2/30 
12/26 Panama NO1/8 Hol/13 Havanna 
12/26 Del Sol NO1/10 H0l/16 
11/14 Elisabeth Schulte Carib NY11/20 


COLOMBIA GUATEMALA 


Buenaventura P+. Barrios 


11/11 Cartagena de Granco NY11/20 Ball/17 Pall/18 11/10 Box Hill UFruit Holl1/16 NO11/18 
Indias 11/13 Arctic Gull UFruit NY11/22 

11/11 Norderholm Coldemar Jxl1/18 NY11/23 11/17 Leith Hill UF ruit Holl1/23 NO11/25 

11/11 Belgrano Granco Boll/21 M111/28 11/20 Arctic Tern UFruit NY11/28 

11/14 Gulf Holl/21 NO11/25 11/24 Christiane UFruit Holl1/30 NO12/2 














JAVA PACIFIC 
& 
HOEGH LINES 


FAST—REGULAR— MONTHLY SAILINGS 
from Colombo and Calcutta 
to: U. S$. PACIFIC COAST PORTS 
and 


VANCOUVER 
NEW YORK 
Java Pacific Line, Inc. 

25 Broadway 
VANCOUVER 
Dingwall Cotts & Co., Ltd. 
802 West Hastings St. 
SAN FRANCISCO 
Transpacific Transportation Co. 
351 California Street 














“I understand this stuff can give you a lift.” 
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Pt. Barrios (Continued) NICARAGUA 


11/27 A steamer UFruit NY12/5 ° 
12/1 Box Hill UFruit _ Hol2/7_NO12/9 Corinto 
12/4 Arctic Gull UF ruit NY12/13 11/12 El Salvador Holl/22 NO11/26 
12/8 Leith Hill UFruit Hol2/14 NO012/16 12/3 Managua Hol2/13 NO12/17 
12/12 Arctic Tern UF ruit NY12/19 
12/15 Christiane UF ruit Hol2/21 NO12/23 
12/19 A steamer UF ruit NY12/26 ‘ 
12/22 Box Hill UFruit Hol2/28 N012/30 La Libertad 
12/26 Arctic Gull UFruit NY1/2 

H N 7 
12/29 Leith Hill UFruit Hol /4._ NO1/6 re ee ares eee 


La Union 


11/10 El Salvador Holl/22 NO11/26 


HONDURAS 


Belize 


11/10 Elisabeth Schulte Carib NY11/20 
San Juan 


Pt. Cortez Del Sur 


11/12 Leith Hill UF ruit NY11/16 11/14 El Salvador Holl/22 NO11/26 
11/15 Arctic Gull UF ruit Holl/22 12/5 Managua Hol2/13 NO12/17 
11/19 Leith Hill UF ruit Holl/23 NO11/25 

11/22 Arctic Tern UFruit NY11/28 

11/26 Christiane UFruit Holl/30 NO12/2 

ll A steamer UFruit NY12/5 MEXICO 

12/ Box Hill UF ruit Hol2/7 NO12/9 

12/6 Arctic Gull UFruit —-NY12/13 Tampico 

12 Leith Hill UF ruit Hol2/14 NO12/16 
12 Arctic Tern UF ruit NY12/19 

12 Christiane UFruit Hol2/21 NO12/23 
12 A steamer UFruit NY12/26 

12 Box Hill UFruit Hol2/28 N012/30 Vera Cruz 

12/27 Arctic Gull UF ruit NY1/2 

12 Leith Hill UF ruit Hol/4 NO1/6 11/10 Luciana Cubamex 


11/11 Luciana Cubamex NY11/21 


NY11/21 








REMINDING YOU THAT 
GOOD BLENDS ARE MADE PERFECT 
WITH 


SALVADOR 
COFFEES 


COMPANIA SALVADORENA DE CAFE, S. A. 


San Salvador <-_ El Salvador 


Cables: Coscafe Acme Code 
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ship sailings 





AFRICA 


ANGOLA FRENCH SOMALILAND 


Luanda Djibouti 


Lulua B- Afr NY11/30 12/7 —_ Lombok JavPac NY12/27 LA1/13 SF1/17 Pol/22 Sel/26 
Afr Grove Farrell NY12/21 Val/29 
Burckel B-Afr NY12/17 12/8 Express Am- Exp Bol2/30 NY1/1 Pal/5 HR1/6 = Sal/9 
Afr Glade Farrell NY1/5 Chsnl1/10 Bal/14 
Del Rio Delta N012/20 Steel Apprentice Am-Exp Bol/29 NY1/31 Pa2/4 HR2/6 = Se2/9 
Burckel B-Afr NY12/17 Steel Rover Isthmian NY12/29 NO1/1 
Del Valle Delta NO1/11 Exchange Isthmian Bol/16 NY1/17 
Chsn2/10 
Sarangan JavPac NY1/27 LA2/13 SF2/17 Po2/13 


BELGIAN CONGO 
Matadi 


11/11. Afr Sun Farrell NY12/9 
GHANA 


11/17 Afr Grove Farrell NY12/21 
11/21 Burckel B-Afr NY12/17 3 
11/25 Del Rio Deita N012/20 Takoradi 
12/7 Del Valle. Dein. =O 11/20, Tana Am-WAfr USA12/1 
11/28 Inge Toft BI-Star NY12/14 Pal2/16 Bal2/17 Nf12/19 
11/30 Ferngrove Am-WAfr USA12/15 


FRENCH CAMEROUNS 12/14 Vigrid Sev-Stars NY1/3 Pal/5 Bal/6 Nf1/9 


Douala 


Suzanne Isthmian Bol/29 NY1/30 


IVORY COAST 
11/13 Tana Am-WAfr USA12/15 


11/13 Afr Glen Farrell NY11/25 Abidjan 

11/20 Inge Toft BI- Star NY12/14 Pal2/16 Bal2/17 Nf12/19 

11/22  Ferngrove Am-WAfr USA12/15 11/17 Bel Alba Delta NO012/5 
12/5 —-Vigrid Sev-Stars NY1/3 Pal/5 Bal/6 Nfl1/9 11/22 Afr Sun Farrell NY12/9 





HENRY P. THOMSON, INC. 


TEA IMPORTERS 


89 Broad Street 120 Wall Street 605 Third Street 
Boston, Mass. New York 5, N. Y. San Francisco, Calif. 


Member: Tea Association of the U. S. A. 
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COMPAGNIE MARITIME DES CHARGEURS REUNIS 


COFFEE FLEET 
OFFERS DIRECT - FAST SERVICE 


from WEST AFRICA’S COFFEE PORTS 
to NEW YORK and other Atlantic Coast Ports 


N 
CK DIAMOND 
AMSHIP CO. 


Main Office 
2 BROADWAY 
New York 4, N. Y. Digby 4-7040 
Discharging Berth 
PIER FOOT OF SMITH STREET 
Brooklyn, N. Y. Jackson 2-3200 


BL 
ST 


ship sailings 





Abidjan (Continued) NIGERIA 


11/22 Tana Am-WAfr USA12/1 


11/30 
12/3 
12/5 
12/6 
12/18 


Afr 
Del 


Inge Toft 
Ferngrove 


Grove 
Rio 


Vigrid 


Bi-Star 
Am-WaAfr 
Farrell 
Delta 
Sev - Stars 


Farrell 
Delta 


Afr Glade 
Del Valle 


12/19 
12/26 


KENYA 


Mombasa 


Afr Star 
Goodfellow 
Afr Rainbow 
Lombok 


Farrell 
Robin 

Farrell 
JavPac 


11/14 
11/17 
11/28 
11/30 


Afr Lightning Farrell 
Kaneshima Maru Baron 
Sarangan JavPac 


12/26 
12/28 
12/31 


Kerr 
Farrell 


Monte Pagasarrie 
Afr Planet 


MALAGASY 


Tamatave 


11/28 Sherwood 
1/4 Gray 


MOZAMBIQUE 


Beira 


Farrell 
Farrell 
Farrell 
Farrell 


Afr Star 

Afr Rainbow 
Afr Lightning 
Afr Planet 


11/10 
11/24 
12/22 
1/5 


NY12/14 Pal2/16 Bal2/17 Nfl2/19 
USA12/15 

NY12/21 

N012/20 

NY1/3 Pal/5 Bal/6 Nfl/9 

NY1/5 

NO1/11 


Bol2/22 NY12/24 
Bol2/18 NY12/19 
Bol/5 NY1/7 


NY12/27 LA1/13 SF1/17 Pol/22 Sel/26 


Lagos 


11/18  Ferngrove 
11/26 Inge Toft 
12/12 Vigrid 


TANGANYIKA 


Dar es Salaam 


Goodfellow 
Afr Star 


11/13 
11/22 


11/25 
12/6 

12/26 
12/25 


Lombok 

Afr Rainbow 
Kaneshima 
Sarangan 


Val/29 


Bo2/2 NY2/4 
NY12/15 


NY1/27 LA2/13 SF2/17 Po2/23 Se2/27 
Va2/3 


1/ Afr Lightning 
1 Monte Pagasarri 
1/17 Afr Planet 


LA2/21 SF2/23 Po2/26 Se2/27 Va2/28 


Bo2/16 NY2/18 


Bol2/28 NY12/30 
Bo2/8 NY2/9 


Bol2/22 NY12/24 
Bol/5 NY1/7 
Bo2/2 NY2/4 
Bo2/16 NY2/18 


Tanga 
Afr Star 
Afr Rainbow 
Afr Lightning 
Afr Planet 


CEYLON 
Colombo 


11/14 Jaladhir 


11/15 Steel Vendor 





Am-WAfr 
BI - Star 
Sev- Stars 


Robin 
JavPac 


Farrell 
Farrell 
Baron 

JavPac 


Farrell 
Kerr 
Farrell 


Farrell 
Farrell 
Farrell 
Farrell 


Scindia 


Isthmian 


USA12/15 
NY12/14 Pal2/16 Bal2/17 Nf12/19 
NY1/3 Pal/5 Bal/6 Nf1/9 


Bol2/8 NY12/19 


NY12/27 LA1/13 SF1/17 Pol/22 Sel/26 


Bol2/22 NY12/24 
Bol/5 NY1/7 
NY1/30 


Val/29 


NY1/27 LA2/13 SF2/17 Po2/23 Se2/27 


NY2/4 


Va3/2 


LA2/21 SF2/23 Po2/26 Se2/27 Va2/28 


NY2/18 


NY12/24 
NY1/7 
NY2/4 
NY2/18 


ASIA 


NY11/12 
$al1/19 


Bol1/10 
Nf11/17 


N012/18 


Pall/15 
NO11/22 


Ball/16 
Holl/25 
Gal1/27 








1898 - 1960 


1960 marks our 62nd year of service 


HALL & LOUDON 


TEA BROKERS 


99 WALL STREET 


NEW YORK CITY 5 








ul 


COPFEE & REA 


INDUSTRIES 


and The 


Fiavor 


Field 








FAST DIRECT SERVICE 


from 


INDIA 


CEYLON 
RED SEA 


Discharging Pier 57th St., Brooklyn 


NEW YORK 6, N. Y. 


319 INT’L. TRADE MART 
NEW ORLEANS 12, LA. 


to 
U.S. Atlantic 
and 
Gulf Ports 


~ 
Ac 


39 BROADWAY 
Digby 4-3334 


JAckson 2-0182 











City of N.Y. 
Arthur 


City of Phil. 
Lexa 
Express 


Coolidge 

Stee! Apprentice 
Lica 

Jaladhan 


Norton 


Am- Pres 


Norton 
Maersk 
Am- Exp 


Am- Pres 
Isthmian 
Maersk 
Scindia 


Nf12/17 
Bal2/19 
Bal2/31 

HR1/2 


Bol2/12. =NY12/13 = Pal2/15 


NY12/22 Bol2/28 Pal2/30 
Hal2/12 

Hal2/19 NY12/22 
Bol2/30 NY1/1 Pal/5 4HR1/6 = Sal/9 
Chsn1/10 Bal/27 
NY1/6 Bol/1l Pal/13 Hal/14 HR1/16 
NY12/29 NO1/1 

Hal/l NY1/3 


Bol/9 NY1/10 Pal/12 Bal/13 Nfl/14 


Calcutta 
11/10 Steel Vendor 
11/21 Express 


11/21 
12/8 


Steel Apprentice 
Exhibitor 
12/9 = Jaladhan 


12/21 Exchange 


Isthmian 
Am- Exp 


Isthmian 
Am- Exp 


Scindia 


Am- Exp 


N012/18 


Bol2/30 Pal/S HR1/6 = Sal/9 


Chsn1/10 Bal/14 


NY1/1 


NY12/29 NO1/1 
Bol/12 NY1/14 Pal/17 HRI1/19 Sal/22 
Chsnl/23 Bal/27 
NY1/10 Pal/12 Nfl/14 NO1/19 
Hol/22 Gal/25 
HR2/6 Sa2/9 
Chsn2/10 Ba2/12 


Bol/1 


Bol/29. NY1/31 Pa2/4 


NO1/19 Hol/22 Gal/25 


Cochin 


11/16 Jaladhir 


Bol/16 
Hal/20 
Bol/29 


NY1/17 
NY1/23 
NY1/31 


Isthmian 
Maersk 
Am- Exp 


Steel Rover 
Laura 
Exchange 


NY1/10 Pal/12 Nfl/14 NO1/19 
Hol/22 Gal/25 

NY12/15  Pal2/19  4HR12/21 
$a12/24 Chsnl12/25 Bal2/29 
NY12/13 Pal2/15 = Nfl2/17 
Bal2/19 


Scindia Bol/1 
Pa2/4. HR2/6 Sa2/9 


Chsn2/10 Ba2/12 = 11/17 Explorer Am-Exp _—_—Bol2/13 


Bol/29 NY1/30 
Ha2/3 NY2/6 


Isthmian 
Maersk 


Suzanne 


Anna 11/19 City of N.Y. Norton Bol2/12 

Hal2/12 

NY12/29 NO1/1 

Bol/9 NY1/10 Pal/12 Bal/13 SF1/14 
NO1/19 Hol/22 

Pal2/30 Bal2/31 


HR1/2 


Norton 
Isthmian 
Scindia 


11/19 
12/3 
12/16 


City of Phil. 
Trincomalee Stee! Apprentice 
Jaladhan 
Bal2/16 
Hol2/25 
Gal2/28 
Bol/9 NY1/10 Pal/12 Bal/13 Nfl/14 
$al/16 NO1/19 Hol/22 Gal/25 


Bol2/10 
Nf12/17 


NY12/22 
$al2/19 


Pal2/15 
N012/22 


11/13 Jaladhir Scindia 


12/19 Arthur Am- Pres NY12/22 Bol2/28 


12/22 
12/2 


Bol/16 NY1/17 
Bol2/30 NY1/1 


Isthmian 
Am- Exp 


Steel Rover 
Express 


12/12 Jaladhan Scindia 
Pal/5 HRI1/6 Sal/9 
Chsn1/10 Bal/14 
NY1/6 Bol/1l Pal/13 Bal/14 HR1/16 
NY1/23 Bol/27 Pal/30 HR1/31 
Bol/2 NY1/14 Pal/17 HR1/19 Sal/22 
Chsnl1/23 Bal/27 


Am- Pres 
Am- Pres 
Am- Exp 


Coolidge 
Polk 
Exhibitor 


HONG KONG 


11/14 
11/18 
11/18 
11/20 
11/26 
12/3 
12/6 
12/18 
12/18 
1/3 


NY12/18 Pal2/23 Bal2/24 Nf12/28 
LA12/12 NY12/27 

SF12/4 LA12/9 

NY12/26 

LA12/20 NY1/4 

SF12/26 NY1/14 

LA12/29 NY1/14 

SF1/3 LA1/8 

LAl/11 NY1/26 

SF1/25 NY2/11 


Yamashita 
Maersk 
PacFar 
Barb-Wn 
Barb-Wn 
Maersk 
Barb-Wn 
PacFar 
Maersk 
Maersk 


Yamataka Maru 
Nicoline 
Keystone Mariner 
Troubadour 
Turandot 

Susan 
Queensville 
Golden Bear 
Maren 

Rita 


Bol/29 NY1/30 
Bol/29  NY1/31 


Isthmian 
Am- Exp 


Suzanne 
Exchange 


INDONESIA 
Djakarta 


11/12 Lica 
11/21 Madison 


Pa2/4_ HR2/6 Sa2/9 


Chsn2/10 Ba2/12 


Hal/l NY1/3 
LA12/28 NY1/13 Pal/17 Bal/18 Bol/20 
HR1/25 


Maersk Line Provides the only Service from 


to both U.S. Atlantic and Pacific Ports 


eoinn | MOLLER STEAMSHIP COMPANY, INC. 


sailings from Seecicenel 
MATADI 30 Broad Street, New York 4, N.Y. * HAnover 2-1500 
DOUALA West African Agents 
ABIDJAN snes’ © C. A. R. L., 3 rue de Vivi, P.O. Box 36, Matadi, 

Belgian Congo. 
MONROVIA pion pa Delmas Vieljeux, 
FREETOWN 


Cameroons. 
via modern cargo liners ABIDJAN: Societe Navale Delmas Vieljeux, 17, Avenue Louis Barthe, 
Ship your cargo via 


P.O. Box 1281, Abidjan, Ivory Coast. 
MONROVIA: Liberia Trading Corp., P.O. Box 125, Monrovia, Liberia. 
THE BLUE LINERS— 
MAERSK LINERS® 


FREETOWN: Scandinavian Shipping Agencies Limited, 9 Gloucester St., 
P.O. Box 130, Freetown, Sierra Leone. 


West Africa 


MATADI: 


DOUALA: P.O. Box 263, Douala, 
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11/27 Johnson Am- Pres $F12/12 LA12/15 $D12/21 
iV RAN 11/27 Nicoline Maersk LA12/12 NY12/27 

e 11/28 Troubadour Barh-Wn NY12/26 

ines. 11/28 Montana Maru K Line SF12/12 NY12/25 
se eS aah i a 12/4 Turandot Barb-Wn LA12/20 NY1/4 

12/8 Van Buren Am- Pres S$F12/23 LA12/28 SD1/4 

12/12 Susan Maersk SF12/26 NY1/14 
AGENCIA de : 12/13 Queensville Barb-Wn LA12/29 NY1/14 


12/27 Maren Maersk LAl1/11 NY1/26 
VAPORES GRIEG S/A 1/12 Rita Maersk SF1/25 NY2/11 


Rio de Janeiro 
Praca Wane 7 Shimizu 


Santos 11/13 Sally Maersk SF11/25 NY12/12 
Praca de Republica, 46 Wiltehali 3.2340 11/14 Taylor Am-Pres  $F11/26 LA11/29 $D12/5 
11/14 Kingsville Barb-Wn LAl11/29 NY12/14 
Wilson Am- Pres SF12/2 LA12/7 
Muse Pioneer NY12/11 Bal2/15 = Nf12/17 Pal2/19 
Bol2/22 
Mart Pioneer NY12/20 Bal2/23 Nf12/27 Pal2/29 
Nicoline Maersk LA12/12 NY12/27 
e e e Johnson Am- Pres $F12/12 LA12/15 $D12/21 
h ] Montana Maru K Line SF12/21 NY12/25 
By ip Sal ings / Troubadour Barb-Wn NY12/26 
j Turandot Barb-Wn LA12/20 NY1/4 
Van Buren Am- Pres S$F12/23 LA12/28 $D1/4 
Susan Maersk SF12/26 NY1/14 
Queensville Barb-Wn LA12/29 NY1/14 
12/1 = Steel Rover Isthmian Bol/16 NY1/17 ; Maren Maersk LA1/11 NY1/26 
12/2 Laura Maersk Hal/20 NY1/23 Rita Maersk SF1/25 NY2/11 
12/11 Suzan isthmian Bol/29 NY1/30 
12/12. Anna Maersk Ha2/3 NY2/6 











Yokohama 


JAPAN 11/11 Ming Pioneer | NY12/2 Bal2/6 Nf12/8 Pal2/10 
11/15 Sally Maersk SF11/25 NY12/12 
Kobe 11/16 Kingsville Barb-Wn LA11/29 NY12/14 
11/16 Taylor Am- Pres SF11/26 LA11/29 $D12/5 
11/11 Sally Maersk SF11/25 NY12/12 11/17 Yamakuni Maru Yamashita. ~NY12/14 NO12/18 
11/11 Kingsville Barb-Wn LA11/29 NY12/14 11/19 Muse Pioneer NY12/11 Bal2/15 Nfl2/17 ~~ Pal2/19 
11/12 Taylor Am-Pres  SF11/26 LA11/29 $D12/5 Bol2/22 
11/12 Yamakuni Maru Yamashita NY12/12 Nf12/18 11/20 Wilson Am- Pres SF12/2 LA12/7 
11/15 Muse Pioneer NY12/11 9 Bal2/15 —Nf12/17_— Pal2/19 41/26 Yamataka Maru Yamashita NY12/18 Pal2/23 Bal2/24 Nfl2/28 
Bol2/22 11/28 Mart Pioneer  NY12/*20 Bal2/23 Nf12/27 Pal2/29 
11/18 Wilson Am-Pres = SF12/2 LA12/7 11/30 Johnson Am-Pres $F12/12 LA12/15 $D12/21 
11/22 Yamataka Maru Yamashita NY12/18 Pal2/23 Bal2/24 Nf12/28 11/30 Nicoline Maersk LA12/12 NY12/27 
11/24 Mart Pioneer NY12/20 Bal2/23 Nfl2/27 Pal2/29 12/1 Troubadour Barb-Wn NY12/26 
11/26 Troubadour Barb-Wn = NY12/26 12/2. Montana Maru K Line $F12/12 NY12/25 
11/26 Johnson Am-Pres $F12/12 LA12/15 $D12/21 12/3 Hoover Am-Pres  SF12/14 
11/26 Nicoline Maersk LA12/12 NY12/27 12/7 Turandot Barb-Wn LA12/20 NY1/4 
11/27 Montana Maru K Line SF12/12 NY12/25 12/11 Cleveland Am- Pres $F12/23 LA12/29 
12 Hoover Am-Pres = SF12/14 12/11 Van Buren Am-Pres $F12/23 LA12/28 S01/4 
12 Turandot Barb-Wn LA12/20 NY1/4 12/15 Susan Maersk: SF12/26 NY1/14 
12 Van Buren Am- Pres SF12/23 LA12/28 $D1/4 12/16 Queensville Barb-Wn LA12/29 NY1/14 
12 Cleveland Am- Pres S$F12/23 LA12/29 12/31 Maren Maersk LA1/11 NY1/26 
12/ Susan Maersk SF12/26 NY1/14 1/15 Rita Maersk SF1/25 NY2/11 
12/11 Queensville Barb-Wn 1LA12/29 NY1/14 
12/26 Maren Maersk LA1/11 NY1/26 
1/ll_ Rita Maersk © SF1/25 NY2/11 PAKISTAN 


Nagoya Karachi 


11/12 Sally Maersk SF11/25 NY12/12 11/13 Hayes NY12/9  _—Bol2/14 Pal2/16 Bal2/17 

11/13 Lamakuni Yamashita NY12/14 Nf12/18 HR12/19 

11/13 Taylor Am- Pres SF11/26 LA11/29 $D12/5 11/27 Arthur NY12/22 Bol2/28 Pal2/30 Bal2/31 

11/13 Kingsville Barb-Wn LA11/29 NY12/14 HR1/2 

11/16 Muse Pioneer NY12/11 Bal2/15 Nfl2/17 Pal2/19 12/11 Coolidge NY1/6 Bol/1l Pal/13 Bal/14 HR1/16 
Bol2/22 12/23 Polk NY1/23 Bol/27 Pal/30 HR1/31 





—o re) SUPERIOR SERVICE FROM BRAZIL TO 
| UNITED STATES NORTH ATLANTIC PORTS 


TORM LINES AGENCY, INC. 


' GENERAL AGENTS 
24 STATE STREET NEW YORK 4, NEW YORK 
CABLE: TORMLINE 
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“the shipping conferences” 
reimbursed for services performed. There- 
fore, is this not the time to make a down- 
ward adjustment to bring the freight rate 
into line with the present depressed price of 
green coffee? This can only be accom- 
plished by negotiation and now appears to 
be the time to negotiate. The New York 
segment of the coffee industry is soon to 
be sounded out on the feasibility of enter- 
ing into a negotiated contract with the 
conference, and it is hoped that this will be 
the beginning of a solution to the problem. 
It would appear, as a result of the insta- 
bility experienced these past months, that 
the conference system is a workable and 
valuable system which should not be aban- 
doned, and it is undoubtedly the consensus 
of the industry that stability in rates and 
schedules is favored over any other existing 
method. However, with changing times, 
certain modifications in the overall struc- 
ture are called for, and only the closest 
cooperation between the industry and the 
conference will bring about the desired re- 
sults. 
aE With the realization that there are “two sides to 


every coin” COFFEE AND TEA INDUSTRIES | 
invites the comment of both the coffee and shipping | 


trades relative to the above editorial. These will 


be published in December as a follow-up to Mr. | 


Sutherland’s views. 


e oe 
Shipping Notes 
e The Isbrandtsen Co., Inc., independent operators of a 
world-wide ocean freight service last month announced 
the purchase of a controlling interest in the subsidized 
30-ship American Export Lines, Inc. Company spokes- 


men for Isbrandtsen pointed out, however, that a merger | 
of the two lines is not contemplated at this time and that | 


it was the intention of the two companies to continue to 
maintain separate identity and operations. 


@ Moore-McCormack have announced delivery of the | 
company’s new cargo-passenger liner MORACBAY. The | 


MORMACBAY is the second of eight freighters delivered 
recently or under construction for the line. All of the 
ships are destined for use in the company’s South Ameri- 


can operations. The new liner incorporates unique fea- | 
tures for use in the Great Lakes and St. Lawrence Sea- | 


way operations which are contemplated by the line. 


e Grace Line has announced the inauguration of a fast | 
weekly freight service between New York and Port-au- | 


Prince, Haiti. The service will provide cargo-passenger 


service via the SANTA ROSA, SANTA PAULA, and | 


SANTA MARIA. 
e Barber Steamship Lines, Inc., last month announced the 


entry into the company’s Far East service of the new | 
TARANTEL. The 17 knot vessel left Baltimore October | 
20, with intermediate stops at Philadelphia, New York, | 
and west coast ports before proceeding on her maiden | 
voyage to Manila, Hong Kong, Singapore, Djakarta, and 


Japan. 
NOVEMBER, 1960 








Regular Service 


From The Principal Brazilian Ports to: 
NEW YORK NEW ORLEANS 


Lloyd 
BRASILEIRO 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk. Jackson- 
ville and Houston. 








Bringing North and South America nearer each other. LLOYD 
BRASILEIRO makes the Good Neighbor a Close Neighbor. 











NEW ORLEANS 
Queen & Crescent Bldg. 


NEW YORK 
17 Battery Place 











SINCE 1871 


re Be a 


f 
RANGE PEKOE 


IMPORTERS 


BLENDERS 


PACKERS 


WEDDLE TEA COMPANY 


108 WATER STREET, NEW YORK 5 


With a background knowledge 
gained through many years of designing 
superbly effective tea packages 
Weddle Tea Company offers the dis- 
criminating buyer the most com- 
plete line of specialty teas and packag- 
ing available in the tea industry. 


MEMBER—TEA ASSOCIATION OF THE U.S.A. 











egional Tel Vides 


New York News 


@ @ Horn and Hardart is introducing 
a new instant coffee in its retail shops 
and in supermarkets in the greater 
New York and New Jersey metropoli- 
tan area. In addition the company will 
begin marketing its regular coffee in 
1-lb. vacuum pack tins in the same 


areas 


@e At the annual meeting of the 
Green Coffee Association of New York 
the following officers were named. H. 
F. Baerwald, is president of the group; 
G. M. McEvoy, vice president, and 
J. C. Gargill, treasurer 


® 8 Chock Full O’Nuts is using out- 
door transit advertising for the first 
time as a saturation medium in six 
new markets where its coffee is being 
introduced Philadelphia, Cincinnati, 
Dayton, Detroit, Flint, Pittsburgh and 
Toledo are included in the campaign. 


® #8 The Board of Directors of the 
American Spice Trade Association has 
elected former ASTA president Gerritt 
M. van Sillevoldt, Inc., 
as vice president Leonard fills the 
post vacated by the recent death of 


Frank Mabbs. 


Leonard of C 


® ® Henri Jalaber, manager of Oivind 
West Africa Line 
Service has resigned. Jalaber’s post 
will be taken by Pieter M. Fontein. 
Fontein has ben associated with Hol- 
land America Line for almost fifteen 


Lorentzen’s Gulf 


years 


® ® Juan Valdez, and his now famous 
mule, were mid-menth visitors at the 
mammoth Roosevelt Field Shopping 
Center, Garden City, Long Island. The 
promotion is part of the continuing 
personal appearances at which Juan 
outlines the merits of Colombian cof- 
fee. To celebrate the appearance which 
publicized in area news- 
papers many restaurants in the 115- 
store shopping complex offered free 


was highly 


| 


Colombian coffee and doughnuts. 


@ @ Standard 3rand’s_ Elaine H. 
Kroner, secretary of the New York 
Tea Club has announced plans for the 
next scheduled supper meeting of that 
group. Present plans call for the 
club’s holiday get-together to be held 
at The Antler’s on Tuesday, Novem- 


ber 29. 


@ @ Two roaster and one allied mem- 
ber were elected to the National Cof- 
fee Association at that group’s October 
24 meeting of the board of directors. 
The new members are Food Fair 
Stores, Inc., Philadelphia; McCreery 
Co., Fort Lauderdale, Fla., and Aldine 
paper Co., New York, N. Y. 


@ 8 The aroma of fresh coffee was a 
surprise feature of the all-Brazilian 
stage spectacle which played at New 
York’s Radio City Music Hall during 
October. Coffee essence was gently 
sprayed through the theatre to add an 
extra touch to the producion’s coffee 
number. 


@ ®8 Marin Gurkin and Thomas R. 
Moore have joined the research staff of 
Thomas J. Lipton. Both men will be 
engaged in research on instant tea pro- 
duction and similar projects 


league 
showed 


@ @ Green Coffee bowling 
standings as of October 13, 
Woods in first place with ten wins, 
five losses. In second place was An- 
derson, Clayton, nine wins, six losses. 
High team game (net) was taken by 
Greenwich Mills with 836, second place 
going to Force, with 827, and third 
spot to Woods with 817. High team 
series was captured by Woods, with 
2368, Greenwich Mills, second with 
2345, and Nathor, third with 2295. 
High individual game and high indi- 
vidual series were taken by William 
King of Woods, with 223 and 594 re- 
spectively, 


Me 


San Francisco Briefs 


® @® Container Corporation of America 
announces the appointment of David G. 
Cummings as general manager of its 
Fresno, California plant. Previously he 
was administrative assistant to J. G. 
Robinson, vice president in charge of all 
corrugated plants west of the Rocky 
Mountains. 


# ® Bemis Bros. Bag Company has pro- 
moted E. M. Proctor, manager of pro- 
duction for its Western operation, to 
assistant director of production of the 
entire company. Judson L. Bemis, presi- 
dent, said Mr. Proctor will move from the 
firm’s western headquarters in San Mateo 
to the general offices in St. Louis. 


es @ Fd McCleery, Jr. of Ferd Dahlen 
Co., St. Louis was a recent business visi- 
tor to California Street. During his stay 
in San Francisco Ed headquartered at the 
California Commodities office 


8 ® Calling on the coffee trade in Los 
Angeles during October was John Drey- 
fous representing J. Aron & Co., New 
Orleans. John makes his headquarters in 
San Francisco 


@ ®& Members of the trade were happy to 
hear that “Pat” Pattinson’s wife is re- 
covering nicely from neck injuries sus- 
tained from an automobile accident last 
month. “Pat” reports the accident occur- 
red in Seattle while the family was on 
vacation. He is associated with Leon 
Israel Bros., Inc 


@ @ An experiment in new store size is 
being tried by Safeway as a pilot plan 
for future expansion. It has opened two 
new such stores in Los Angeles and one 
in Long Beach. These units are operated 
under the name of the Lucerne Food 
Stores and can be classed as deluxe deli- 
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catessen stores. They feature dairy 
products, frozen foods, delicatessen items, 
bakery products and popular brands of 
canned foods. D. B. Kane, Safeway di- 
vision manager, said that further expan- 
sion will depend on the firm’s first-hand 
experience in this market. 


@ @ Ed Johnson, Jr., E. A. Johnson & | 


Co., called on the trade in the Pacific 
Northwest during October. 


@ #8 Victor W. Howard who has had his | 


own green coffee business for a number 


of years at 25 California Street an- | 


nounced he has closed his business and is 
now associated with B. C. Ireland, Inc., 
67 California St. 


@ @ What's this we hear about “the 
strain of the coffee business”. A man 
who should know is Arthur Irish who 


celebrated his 80th birthday in mid-Octo- | 


ber. Mr. Irish heads the firm bearing 
his own name in Vancouver, B. C. Con- 
gratulations to you, Mr. Irish, and many 
more of them 


@ ® Checking the cable cars as of old } 


while a business visitor to the city he used 
to call home was Dick Weir of Anderson 
Clayton, New York. 


@ ® Hills Bros. Coffee and Ralston Pu- 
rina Foods are joint sponsors of a new 
television series “Expedition-California” 
The show’s debut was viewed in early 


October. The program is presented every | 


three weeks. 


# 8 Bob Quinlan, B. C. Ireland, Inc., | 


spent a considerable amount of time fly- 
ing the airlanes the past month \ fter 
a quick trip to Hawaii and back, Bob 
took enough time to change clothes at 
home before catching a flight to Brazil 
He’s back at his desk now and prefers his 
daily commuting, Marin County to San 
Francisco $ 
@ ® The San Francisco Coffee Club held 
their annual Autumn golf outing and din- 
ner at the picturesque Peninsula Country 
Club during latter September A fine 
array of golfing talent turned out for 
the golf tournament with a few late 
starters holing out the 18th just before 
dusk. Showing his usual fine touch on 
the links was Cedric Sheerer who cap- 
tured low gross honors with an 80. In 
close contention was Ed Manning with a 
75 for low net. Blind bogey guest win- 
ners were Bill “Pappy” Rowe and Bud 
Partland who tied with 65’s. Members 
of the Coffee Club winning blind bogey 
honors were Ed Bransten with 62, Jack 
Mooney, 62, Ed Malmgren, 63, Joe Fitz- 
patrick, Jr. 66. 

Chairman for the evening's entertain- 
ment was Doug Wood assisted by Phil 
Harris, These talented young men pre- 
pared visual movie slides with intriguing 
captions depicting familiar coffee person- 
alities, business scenes and events. The 
humorous results received a fine round of 
applause for the original work and design 
the boys put into the project. 


Prize winners for the evening included | 


Joe Fitzpatrick, Sr., Jack Leach, Dick 
Weir, Harry Hunt, Werner Lewald, Stan- 
ton Lee. 

(Continued on page 62) 
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What can you learn from a truck driver 
about the 


PORT OF SAN FRANCISCO? 


He can tell you that modern freeways make it easy to reach our 
piers. Deliveries and pick-ups are scheduled in advance by the 
Port’s Truck Coordinating Service. Longshoremen are ready to go 
to work the minute he drives up. Outbound cargo goes aboard ship 
fast, and he can get right back on the 

road with an arriving load. 


We can fill you in on other time-saving 
advantages Port of San Francisco offers 
shippers: 18 miles of deepwater berth- 
ing space, enabling every ship to dock 
without delay ... the West’s largest and 
most productive waterfront labor force 
...and many others. Find out about 
them first-hand. Route your next ship- rari 
ment via Port of San Francisco! Se ELL | 


LEADING GENERAL CARGO PORT ON THE PACIFIC 


San Francisco Port Authority, Ferry Building, San Francisco 6 
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® @ Henry Schmidt, Nabob Foods, Div. 
Kelly Douglas, Vancouver, B. C., an- 
nounced his resignation from that firm 
during October. Named as his succes- 
sor is Mr. Russell Norman 


@ #8 Mr. William M. Seely, J. A. Folger 
& Co. has been appointed Executive Vice 
President of the Pacific Coast Coffee As- 
sociation filling the unexpired term of 
Stanley Gleason who recently resigned 
The announcement was made by Presi- 
dent of the Association, Robert C. Powell 

Mr. Seely also becomes Chairman of 
the Roast Division with his new appoint- 
ment, President Powell also announced 
the appointments of Mr. Carl D. Lincoln, 
Nabob Foods, Div. of Kelly Douglas & 
Co., Vancouver, B.C., as Vice Chairman 
of the Roast Division and Mr. Manny 
Rosen, M.J.B. Co., San Francisco, as a 
member of the Executive Committee, 
Roast Division 

Mr. Seely, assistant to Mr. James De- 
Armond of the J. A. Folger Co., 
voted considerable time and energy to the 
PCCA. He has served on many of the 
Association’s committees in the past few 
years including the co-chairmanship of the 
past 1960 PCCA Convention at Las 
Vegas. Bill’s sound counsel and well 
rounded experience will indeed be a fine 
asset to the Executive Committee of the 
PCCA 


has de- 


New Orleans Notes 


@ @ |. Peter Grace, president of W. R 
Grace and Co., has been named recipient 
of the Thomas F. Cunningham Award 
for 1959, for outstanding service to the 
betterment of inter-American relations 
In making this announcement, Neville 
Levy, president of the International 
House, said Grace’s name is synonymous 
with banking, shipping, flying and manu- 
facturing in many Latin American coun- 
tries and the work done by this outstand- 
ing civic leader is an inspiration to people 
interested in improved relations with our 
Latin American friends. Mr. Grace has 
been president of the firm 1945 
He represents the third generation of his 
family to hold the presidency of the 
company. The award will be presented 
in New Orleans November 29, Mr. Levy 
said. The award was established in 1945 
by Cunningham heirs to “encourage and 
develop the education of the residents 
of the United States and the people of 
the Latin American countries as to their 
manufacturing, transportation, agricul- 
tural, mining and commercial resources 
and enterprises, and for the promotion 
of their enlightenment as to the cultural, 
musical and social f 


since 


achievements of the 
languages, manners and customs of each 
other. Mr. Grace was cited for his con- 
tribution to improved economic and cul- 
tural relations with Latin-America over 


William M. Seeley, of J. A. Folger & Co., 
newly elected executive vice president of 
the Pacific Coast Coffee Association. 


a period of more than 25 years. Mr 
Grace who joined the company in 1936, 
is also a director of the Grace Line Inc., 
Ingersoll-Rand Co., Assurance Company 
of America; Stone and Webster, Inc., 
Northern Iusurance Company of New 
York, the First National City Bank of 
New York, Brazilian Traction, Light and 
Power Co., Ltd., and Kennecott Copper 
Corp. He is a trustee of the Atlantic 
Mutual Insurance Co., the Centennial In- 
surance Co., and the Emigrant Industrial 
Savings Bank; a member of the Mayor's 
business and finance committee of the 
City of New York, and a director of the 
Boys Club of America. Thomas F. Cun- 
ningham was the first president of the 
Mississippi Shipping Company. He died 
in 1937 . 


@ @ Mr. and Mrs. Al. Galindo sent a 
few days in New Orleans visiting friends 
in the coffee trade in mid-October, prior 
to returning to Jalapa, Vera Cruz, Mexi- 
co. Mr. Galindo is General Manager of 
Exportadores de Cafe de Jalapa, S. A 


@ ®8 Green Coffee League 
second month of the current season, as 
reported by Rodney Abele, Leon Israel 
and Bros., Inc., secretary of the League, 
are: First High Team, 3-games, Dupuy 
Storage and Forwarding Company, 2400, 
second high team, 3-games, Delta Line, 
2384, and third high team, 3-games, S. 
Jackson and Co., 2375. First high indi- 
vidual, three games, I. C. April on Du- 
puy’s team, 555; second high individual, 
3-games, L. E. Dittmer, Delt Line 545; 
thrid high individual 3-games, Marius 
Chevalier, Aron No. 1, 543. First high 
team game is Dupuy, 869; second high 
team game is Aron No. 2, 858; and third 
high team game is Buckley and Forstall, 


scores, the 


847. First high individual game, Jerry 
Toca on Buckley and Forstall’s team, 209 ; 
second high individual game, I. C. April, 
208; and third high individual game is 
D. J. Esposito, Aron No. 2, 207. Team 
standings are: Kentucky Warehouse; 
Jackson and Son; Leon Israel and Bros., 
Inc.; Buckley and Forstall; Dupuy; Aron 
No. 1; Westfeldt; Delta Line, Volkart 
Bros.; Aron No. 2, and Biehl and Co., 
in that order. 


# @ The Community Coffee Company 
sponsored breakfast October 17th, at the 
Hotel Bentley, Alexandria, Louisiana, 
where they were hosts to the Louisiana 
Retail Food Dealers at their third annual 
convention. The Morning Treat Coffee 
Company luncheon for the 
group, the same day. Borden and Com- 
pany presented each lady with an orchid 


corsage 


spe msc red 


Chicago Doings 


8 8 Although coffee shipments to Chi- 
cago this year have picked up over cargo 
unloadings a year ago, the future isn’t 
too bright for this commodity in terms 
of regularily established shipping scehdu- 
les 

As pointed out in the September issue 
of COFFEE AND TEA _ INDUS- 
TRIES, a multiplicity of reasons is caus- 
ing coffee companies and shippers alike 
to tip-toe forward experimentally before 
taking a giant step into full scale distri- 
bution 

The future looks brighter as far as tea 
is concerned however. 

Hellenic Lines, Ltd. will 
sailings on the Great Lakes and Mediter- 
rean-Persian Gulf-India route by 50 per- 
cent next year. This could possibly mean 
more Ceylon and Pakistan tea arriving in 
Chicago. 


increase its 


Eastern tea has been coming in here by 
dribbles Seaway opened last 
year. 

\ drawback to 

however, has been the 
years’ sailing. 
Of five shipments to the Mediterrean, 
there has been little trouble getting cargo 
to be shipped from Chicago to the East 
While U.S, Government aid cargoes have 
formed the principal commodities, some 
tractors, machinery and steel have moved 
to the Mediterrean ports. 


since the 


Hellenic Lines’ plans 
results of this 


On the return route, pickings have been 
rather slim. In addition to tea, Hellenic 
Lines ships have brought marble, novelty 
goods, clothing, shoes, fertilizers, and 
chemicals to Chicago. 

These came mainly from Italian and 
African ports. Company officials hope to 
attract jute shipments from India, and 
more tea cargoes from Africa. 
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@ @ Paxton & Gallagher Co., Omaha, 
Neb. coffee company, is now 95 percent 
complete in liquidation of the company’s 
wholesale hardware division, according to 
Paxton general sales manager C. M. 
Weiler. 

The company, fourth largest coffee 
roaster in the nation, apparently is dis- 
posing of its hardware inventory to con- 
centrate on further expanding its Butter- 
nut coffee line. 

Paxton & Gallagher began as a whole- 
sale grocery house. In the late 1800's 
they added a few hardware items and 
the divsion grew to be the largest whole- 
sale hardware distribution outlet in Ne- 
braska and lowa at the time of the liqui- 
dation. 


@® @ Mason Osgood Tilden, 75, retired 
coffee dealer, died in his home at Lake- 
side. Mich. 

He retired last June after 20 years 
with Swanson Bros., Inc., Chicago coffee 
importers, roasters, and wholesalers. He 
had been in the coffee business for 60 
years 

Mr. Tilden was treasurer of the Chi- 
cago Coffee Club and was active in civic 
enterprises. 

He is survived by his wife, Anna; a 
daughter, Mrs. Ann Pope; two grand- 
sons; a brother, and a sister 


@ @ Chase & Sanborn has broken with a 
15 cents-off deal on its 2 pound can of 
coffee here. No established retail price is 
listed in the ads placed by C&S manu- 
facturer Standard Brands, Inc. 


8 ® National Tea Co. uses its own label 
coffee as a hospitality gesture for sales- 
men, etc., who are waiting to see the food 
chain’s executives. National personnel 
have pots of Natco coffee abrewing in the 
Chicago branch office on Division Street 
and at the national headquarters on Cros- 
by Street. Coffee is served free to those 
in the waiting room. 

National is the only one of the four 
major chains here to follow such a pro- 
cedure. 


@ @ The recession apparently is catching 
up with coffee roasters. One Chicago 
green coffee broker said that orders are 
even with a year ago; not up to antici- 
pated increases over 1959 orderings. 
Despite the lack of upped green coffee 
orders, the broker said stability is appear- 
ing on the price market. Fluctuations are 
not as wide as they were earlier this year 


Brazilian coffee marketers have dropped 
talk of upping prices, apparently concern- 
ed with the recently completed national 
election in that South American country. 
Seemingly, the Brazilian interests are 
waiting to see which way the wind blows 
from the new administration in their 
country about quotas, subsidies, etc. 


= @ Jewel Tea Co. retail sales for the 
4 weeks ended Oct. 8 slipped .3 percent 
to $35,899,798 from $36,018,379 a year 
ago. 

Forty week sales totaled $357,583,431, an 
increase of 1.8 percent as compared with 
$351,125,402 a year ago. 


# ® National Tea Co. hit another record 
high in sales for the year to Oct. 8 with 
a gain of more than $14% million over 
1959 figures. 

Sales for the four week period ended 
Oct. 8 were $67,605,328, a 1.52 percent 
gain over the same four week period a 
year ago, when sales totaled $66,590,903. 

Year to date sales were $646,128,632, a 
2.31 increase over the 631,540,059 volume 
of the comparable 1959 period. 

National had 901 supermarkets in opera- 
tion as compared with 914 a year ago. 

The Company has opened 37 new stores, 
as of Oct. 8. Of these, 27 are in new 
locations, and the balance are relocations 
of former stores which have been closed. 

National has executed leases for an- 
other 86 stores to be opened during the 
balance of 1960 and the year 1961. 


@ @ Theodore W. Berendsohn, formerly 
assistant vice-president in charge of Hy- 
grade Food Product’s instant coffee oper- 
ations in Minneapolis, Minn., was named 
vice-president of the firm’s new National 
Grocery Products Division. Hygrade is 
headquartered in Detroit, Mich. 


® @ Business grows tighter in the super- 
market industry. Twice as many super- 
market companies operated at a loss in 
the first half of 1960 as in the first half 
of 1959, according to a report compiled 
by Super Market Institute. 

An SMI official said that 18 percent of 
the companies reporting to the supermar- 
ket trade association’s annual figure ex- 
change reported net losses. A year ago, 9 
percent had _ losses. 

The official noted that with sales up and 
profits down, many companies were run- 
ning into higher operating costs. 

Balance of the industry was favorable 
however, with 76 percent of the report- 


ing companies indicating sales gains for 
the first half, as compared with 75 per- 
cent a year ago. 


# @ Nationally, supermarket sales rose 
3.5 percent in the first half of the year, 
according to a report compiled by the 
A.C. Nielson Co., market research firm. 

Independents, with sales of $13.4 billion 
in the first half, had a 2.2 percent gain 
of $290 million. Chains—four or more 
stores—did $11 billion, an increase of 5.1 
percent or $540. 


#8 8 A local savings and loan firm is of- 
fering a combination coffee percolator and 
decanter as a premium to get new ac- 
counts and add to old ones. 

To qualify, depositors must open or 
add $500 or more to current savings 
Limit is one gift per account. 


@ @ Jewel Tea Co. and National Tea 
Co. each have modified some of their 
private label coffee and tea products 

Jewel has switched to pre-grinding its 
Royal Jewel coffee and packaging it in 
metal cans. Previously, Royal Jewel was 
in bean form, packaged in paper bags s« 
it could be custom ground in the chain’s 
supermarkets. It is Jewel’s medium price 
line private label ground coffee. 

National has come up with new pack- 
ages for its complete line of Natco teas. 

Jewel’s shift leaves that chain with only 
one bean coffee in its controlled label line. 
Bluebrook, Jewel’s price leader coffee, 
which retails for 49 cents a pound. This 
spring Jewel dropped the two pound bag 
of Bluebrook. Higher retail prices have 
been posted on the Royal Jewel sizes as 
a result of the shift in form and pack- 
aging container. 

In the one pound can, Royal Jewel 
retails now for 69 cents, as compared with 
63 cents in the bean form. The two 
pounder sells at $1.23. Formerly, the two 
pound size retailed at $1.23. Swinging 
into metal cans follows a natural coffee 
industry trend to pre-ground coffee, a 
Jewel official said. 

Putting such a product in paper bags 
meant a high spoilage factor, so the chain 
decided on metal tins, he added. 

Consumer demands for built-in maid 
service also was an element in the chain’s 
changing over to pre-ground from bean 
coffee, he said. 

The chain already has its top private 
label coffee, Private Blend, pre-ground 
and packaged in metal tins. Jewel has 
some 275 supermarkets in the midwest, 
concentrated primarily in Illinois. 
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Classified 
Exchange 


RATES 
2 '——$4.00 1"—$7.50 2"°—$l11 
3"°—$15 4""—$18 
Situations Wanted: 20¢ per word $2 min. 








Equipment to buy? 
Equipment to sell? 


Let the classified column of COFFEE 
AND TEA INDUSTRIES help you. 





FOR SALE 


2—Pneumatic Scale Co. Automatic 
packaging lines each including: 
Double package maker, filler, 
weigher, and tin-tie style closer, 
for coffee or other dry material. 


Excellent Condition — $17,500 each 
Reply to: 
MR. E. S. ROSE 
American Stores Company 


124 North 15th Street 
Philadelphia 2, Pennsylvania 














ARE YOU CERTAIN that key 
personnel in your organization will 
have copies of Coffee and Tea In- 
dustries for their own use. If these 
men can save you time and effort 
by using the information contained 
in this magazine (it’s our bet that 
they can) then you have saved 
money by subsc ribing i in their name. 
Why not do it now? 

FILL OUT THE COUPON BELOW. 
WE WILL BILL YOU LATER IF YOU 


COFFEE AND TEA INDUSTRIES 
106 WATER STREET 
NEW YORK 5, N. Y. 


[] 2 Yr. $8.00 
- $10.00 


[] Check or Money Order Enclosed 
Bili Me Later 
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“THE BOOK OF SAUCES” 


One of the most complete 
1-volume collections ever de- 
voted entirely to the art of 
preparing sauces. It treats 
this important subject in an 
interesting way. Also in- 
cludes a short summary of 
many spices, herbs and flav- 
orings. 128 pp., vest-pocket 
size. 


only $3.00 


Coffee & Tea Industries 
New York 5, N. 


Y. 














Spices: by JOS. K. JANK 


| THEIR BOTANICAL ORIGIN 
| THEIR CHEMICAL COMPOSITION 


THEIR COMMERCIAL USE 


Price $3.00 


Write The Spice Mill Book Department 
New York 5, N. Y. 
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VOLKART BROS., INC. 


120 WALL STREET NEW YORK 5, N. Y. 
HAnover 2-9400 Cable: "YOLKART" 





